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Rough Proofs 


“America’s top comics,” says the 
Houston Chronicle, “are a _ top 
form of reading with adults as 
well as children.” 

That must mean that radio 
comics are classified as adults. 


vvyv 


“Did you ever,” inquires the Ad- 
Libber, “see a photo of a gal wear- 
ing a girdle who looked as if she 
needed one?” 

The agencies just don’t seem to 
hire that kind of model. 


a ae 


Showing a slim creature in a 
girdle is like putting an ostrich 
egg in front of a hen—it gives the 
overly complacent some idea of 
the possibilities. 
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“Home cooked meals are big 
meals,” American Home joyfully 
asserts. 

Well, that used to be the general 
idea, anyway. 
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During these days of food short- 
ages, mamma has a fine chance to 
sell papa on the idea of starting 
to work cutting down that ex- 
panding bay window. 
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“Retail advertising is dull and 
boring,” asserts Walter Hoving, 
who ought to know. But there’s 
nothing wrong with it that a lot 
of interesting new merchandise 
wouldn’t cure. 
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The Harnischfeger Corporation’s 
free enterprise campaign, AA re- 
ports, is running in the Milwaukee 
Journal and Sentinel “and the half 
dozen foreign papers in the area.” 

Unless there’s been an invasion, 
perhaps we’re talking about for- 
eign language papers. 
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A Michigan avenue agency is 
advertising for an experienced 
copywriter with plenty of Voom 
and Vitality. 

The more experience, the less 
Voom. 

vvy 


“Some of my best friends are 
advertising men because—” is the 
subject of a contest launched by 
the First Advertising Agency 
Group. 

Maybe the entrants will offer 
not a reason but an excuse. 
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“Meat packers set for battle 
with competitive foods,’ headlines 
the world’s greatest advertising 
journal. 

At the moment it looks a lot 
like shadow boxing. 
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Wright Aeronautical ran an ad 
congratulating the AAF on its 
non-stop Hawaii to Cairo flight. 
That kind of copy would be read 
with interest in Moscow news- 
papers. 

7, =. 

“Workless washing” is the theme 
of the new Bendix magazine series, 
which undoubtedly would get a 
super Starch in the boys’ publica- 
tions. 

Copy Cus. 


More Trade Groups Enlist 
Advertising, Spend More 


ATAE Survey Shows 
Members Boost Ads; 
Cites Agency Problems 


CLEVELAND—Despite lack of 
funds, factional fights and at- 
tendant agency “problems,” more 
trade associations are undertaking 
advertising campaigns and “there 
is every reason to believe that this 
trend will continue.” 

That is one of the conclusions 
reached in an extensive report on 
trade association promotional ac- 
tivities submitted by a special 
committee at the annual meeting 
of the American Trade Association 
Executives here Oct. 11-12. The 
committee, headed by Roscoe R. 
Rau, executive vice-president of 
the National Retail Furniture As- 
sociation, Chicago, also declared 
that not only are more trade 
groups advertising than ever be- 
fore, but the size of individual 
appropriations is tending to ex- 
pand. 


Four A’s Issues Report 


Tied in with the ATAE report 
is a survey of the membership of 
the American Association of Ad- 
vertising Agencies covering prob- 
lems growing out of agency-asso- 
ciation cooperation. An_ earlier 
summary submitted by Richard 
Turnbull, assistant executive sec- 
retary of the Four. A’s, said agen- 
cies sometimes seem reluctant to 
handle association accounts be- 
cause of these important factors: 

(1) Lack of a focal point of 
final authority; (2) factions within 
the association, trapping the 
agency in internal politics; (3) 
association activities and meetings 
not related to advertising often 
snare agencies; and (4) associa- 
tion fund raising often does not 
meet expectations. 

Although it queried members on 
the size of ad appropriations, and 
tabulated answers from _ 1939 
through 1947, the committee set 
no total for any of the years, 
pointing out that its material was 
collected in 1945 and early 1946. 
In a March 4 survey of the field, 
AA estimated that industry-wide 
promotional activities would hit 
an all-time high this year, with 
the total advertising and public 
relations bill reaching or exceed- 
ing $20,000,000. 

The ATAE’s committee on pro- 
motional activities, appointed 18 
months ago, sent questionnaires to 

(Continued on Page 50) 


No Lorgnette?? 


Stare with Ad-libber 
in his Page 12 column. 
Other features: 
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Television Boomed 
as ‘Ready fo Go’ 
at Industry Meet 


Eighty Speakers View 
All Video ‘Angles’ 
at TBA Conference 


NEw YorK—Television loomed 
brightly at the Waldorf Astoria 
Hotel last Thursday and Friday, 
looking more than ever like a 
wonderful new medium that’s 
finally getting squared away to do 
a job in entertainment, education 
and advertising. 

In two crowded days, hundreds 
of top executives of the radio in- 
dustry, of advertising agencies and 
leading manufacturers, the motion 
picture, newspaper and education 
fields, heard more than 80 speak- 
ers discuss television from almost 
every angle in panel and general 
sessions of the second television 
conference and exhibition, spon- 
sored by the Television Broadcast- 
ers Association. 


CBS Doesn’t Attend 


One “angle” conspicuously miss- 
ing from the agenda, however, 
was the color vs. black and white 
battle within the television indus- 
try. Color video’s champion, the 
Columbia Broadcasting System, 
which early this month asked FCC 
to authorize commercial color 
television broadcasting (AA, Oct. 
7), is not a member of TBA and 
was the only one of the four 

(Continued on Page 73) 
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COLD VAULT FREEZING—Master- 
freeze Corp., Milwaukee, is offering 
farm implement dealers this counter 
display, using plates from one of its 
full-page ads in Farm Implement News, 
to promote its new cold vault home 
lockers. The company, through Bert 
S. Gittins, Advertising, is lining up 
dealers before planning a consumer 
campaign. 


Ban Platitudes, 


McClelland Tells 
Financial Admen 


SAN FRANCcIsSco—The nation’s fi- 
nancial advertising men must sell 
America to Americans and bank- 


ing to bankers, Harry McClelland, 
vice-president, Bank of America, 
/emphasized at a joint luncheon of 
| the Financial Advertisers Asso- 
ciation and San Francisco Adver- 
| tising Club Wednesday. 

The luncheon was a highlight 
of the 3lst annual convention of 
the association. More than 550 
members from 39 states attended 
sessions here at the Palace Hotel. 

Mr. McClelland pointed out that 


(Continued on Page 75) 


Last Minute News Flashes 


Stitch-Master Division Appoints Lieber Agency 


Cuicaco — The Stitch-Master division of Carl B. Kraus Elevator 


Company, manufacturer of small 


household appliances and auto ac- 


cessories, has named Lieber Advertising Company to handle intro- 
duction of the new line of Stitch-Master accessories for commercial 


and home sewing machines. 


The line will be advertised during 1947 


in 14 national magazines, metropolitan newspapers, farm publications 
and radio, as well as in cooperative newspaper copy in conjunction 


with leading department stores. 


Drive Readied for New Holly Ball Pen 


Cuicaco—Holly Pen Corporation, whose new $8.50 Holly ball pen 
has been introduced in the export market, will be distributed through- 
out the U. S. within 30 days. Radio, newspapers and magazines will 
be used. The pen writes for six months to three years without refilling, 
writes under water and uses refill cartridges. It has already, like sev- 
eral other ball pen makers, been sued for patent infringement by 
Eversharp, Eberhard Faber and Eterpen S. A. Edward C. Kennedy 


here handles the account. 


Neilsen Drops Liquor, Starts Variety Store Index 
Cuicaco—A. C. Nielsen Company has discontinued its liquor store 

index service, established in 1938, and is starting a new store audit | eye-catching. Wherever we have 

service covering the variety store field, based on 125 chain and 15 | displayed the comic book story in 


independent stores. 
months. 


Campaign to Promote Edelbrew Beer 
New York — Edelbrew Brewery, Brooklyn, will break a campaign| Way that is easy and interesting 

in 150 newspapers of 86 cities for Edelbrew beer early in November. | to read.” 

Spot radio, 24-sheet posters and transportation advertising will also 

be used. Roy S. Durstine, Inc., is the agency. 


(Additional News Flashes on Page 79) 


Promotion Group 
Analyzes Problems 
of ‘Median Press’ 


Unusual Convention 
Panels Plan Setup 
of Promotion Dep't 


New YorkK—The eastern regional 
meeting of the National News- 
paper Promotion Association last 
week chucked the customary con- 
vention patterns out the window 
and put all its attending members 
to work analyzing the promotion 
problems of an actual newspaper 
identified only as the “Median 
Press” and planning its promo- 
tion operations. 

The result was a_ blueprint, 
based on a consensus of the pro- 
motion managers attending. Ac- 
cording to E. B. Foskett, New 
York Post and president of the 
New York NPMA, which was host 
at the meeting, a transcript of the 
meeting will be published and 
made available to NNPA members 
and other interested persons. 

At the first session Monday 
morning, the promotion men were 
given some data on the “Median 
Press,” midwestern evening daily 
selected by the Bureau of Adver- 
tising, American Newspaper Pub- 
lishers Association, as represen- 
tative. With a circulation of 103,- 
361 daily and 105,709 Sunday, the 
“Press” had a_ substantial lead 
over its morning competitor, the 
“Star,” with 92,069 and 82,198. 

The “Press,” too, led in con- 
centration of circulation in the 
city zone while the “Star” led in 
the outlying retail trading areas. 
With the same advertising rate 
structure, the “Press” had a com- 


VD May Not Be 
Funny, but It's 
in the Comics 


Hartrorp—Comic books have 
been added to the Connecticut 
State Department of Health’s ar- 
senal in the war against venereal 
disease. 

“Doc Carter VD Comics,” a 
book that looks pretty much like 
any other comic book, has been 
produced under the aegis of the 
department and is currently being 
featured at a community health 
project in Meriden. 

Both Dr. Stanley H. Osborn, 
commissioner of health, and Dr. 
Henry T. Talbot, director of the 
bureau of venereal diseases, agree 
on the comic book’s effectiveness. 

Dr. Talbot says: “There have 
been hundreds of folders and post- 
ers and books telling of the dan- 
gers of venereal disease, but tell- 
ing the dangers in a comic book 
is something new and different and 


Service will be provided within the next several| pamphlet racks we have found 
| that the book has been most popu- 
| lar. 
|VD and presents it in a dramatic 


It fictionalizes the story of 


A local wag commented that 
most comic books deal with crime; 
the VD comic deals with punish- 
ment. 
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manding lead in national advertis- 
ing over the “Star,” but the “Star” 
was able to get as much local 
linage as the “Press.” 

The first problem the group 
tackled was how much of a total 
gross revenue of $1,750,000 an- 
nually ($750,000 from advertising 
and $1,000,000 from circulation) 
should be allocated to promotion. 
After the group had written down 
its opinions, Mr. Foskett reported 
that a New York committee had 
decided $53,500, with $20,000 ap- 
propriated for advertising promo- 
tion and $20,000 for circulation 
and editorial promotion. 


Opinions Coincide 


The group consensus coincided 
closely with the committee’s rec- 
ommendations—$22,711 for adver- 
tising and $23,214 for circulation 
and editorial promotion, with 
most of the votes for from 2 to 
4% of the gross revenue. 

The committee recommended a 
department headed by a promo- 
tion manager at $100 a week and 
including an assistant promotion 


manager with copywriting and 
circulation and editorial promotion 
skills, a layout man and artist 
who would also act as production 
manager, and a secretary. 

From the floor came many com- 
ments prompted by a query from 
L. W. Merahn, New York Sun, as 
to just how many promotion de- 
partments had a budget. Mr. 
Merahn’s inquiry evoked the in- 
formation that very few people 
work on an exact budget and that 
those who do allow extra appro- 
priations for special events. 

But Belden Morgan, Hartford 
Courant, summed up comments of 
the members by stressing the need 
for a “yardstick” for newspaper 
promotion similar to those de- 
veloped by the National Retail 
Dry Goods Association and the 
Harvard Business School for re- 
tail promotion, while at the same 
time retaining the element of 
flexibility needed in newspaper 
promotion. 

Having appropriated the money 
in its first session, the group 

(Continued on Page 78) 


Crosby's Philco 
Debut Looks Like 
Strong Ear-Bender 


NEw YorK—Bing Crosby’s tran- 
scribed debut for Philco Corpora- 
tion on the ABC network and a 
still-untold number of other U. S. 
and Canadian stations next 
Wednesday night will be a strong 
ear-bender, for more reasons than 
one. 

There will be, to begin with, the 
millions of Crosby fans who 
wouldn’t miss one of his broad- 
casts on a bet. Ostensibly addi- 
tional thousands who are also Bob 
Hope fans will be tuned in to 
catch Hope’s guest bow with Bing. 

No doubt quite a few other 
thousands will catch the broadcast 
on the prompting of the wide- 
spread promotion by Philco and 
ABC (AA, Sept. 30). In Los An- 


geles and Hollywood last week 
ABC was advertising the show 
from a blimp as well as handing 
out pennies bearing stickers read- 
ing “Listen to Bing on KECA.” 

Presumably quite a few people 
will tune in out of sheer curiosity 
growing out of the prolonged and 
well publicized chase by advertis- 
ers to land Crosby (AA, July 8, 
Aug. 19, 26). 


Others After Wax? 


Indubitably there will be many 
an interested listener in the radio 
industry—performers intrigued by 
the idea of doing their own shows 
on wax, and executives of net- 
works, notably NBC and CBS, defi- 
nitely not intrigued by the idea of 
airing recorded shows, but fear- 
ful of demands by other stars to 
do the same. Recently Al Jolson, 
reportedly sought for radio spon- 
sorship, announced he would hold 
out for a transcribed deal. 

Withal, the Crosby debut looks 
like a cinch to land a high Hooper. 
ABC, in addition to pulling out 
all promotion stops, has flanked 


LET US TAKE YOU 


RIGHT INTO THE MIDDLE OF 


136 MILLION DOLLARS 
IN DRUGSTORE SALES 


IN THE 11 WESTERN STATES 


% of all retail sales are made 


- DRUGSTORE SALES 
IN THE HOMETOWN 
DAILY NEWSPAPER 


657% 

0 “ 
STATES ARE MADE IN THE HOMETOWN 
DAILY NEWSPAPER MARKET 


Hometown Daily Newspaper Publishers, 625 Market 
Street, San Francisco 5, California. 


35cm 


6 LARGEST CITIES 


OF THE DRUGSTORE SALES 
IN THE 11 WESTERN. 


outside the six largest cities 


‘Fee to one — that’s about the way, DRUGSTORE SALES in 
the Hometown Daily Newspaper Market compare with 
sales in the six largest cities of the 11 Western States. 


Two to one! It just makes sense that your advertising 
allocation should correspond to this great SALES potential. 

But are you sure it does? Hometown Daily Newspapers 
will give you 70% or better low-cost coverage of this 

rich market. Nothing else can give you this coverage. 
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HOMETOWN DAILY NEWSPAPER 


Advertising Age, October 14, 1946 


11,236 Miles 
NON-STOP 
from the OTHER SIDE of the Earth 
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Navy Completes Perth to Columbus Flight 
--.on Long-Range WRIGHT Power 


“ WELL DONE, Navy! 


vewne of . °. e@acreter 
AERONAUTICAL CORPORATION 
Weed Bdge Md 
+ ones CURTISS WRIGHT 1:0 
bop 


WELL DONE—Wright Aeronautical 
Corp. congratulated the Navy on the 
"Truculent Turtle" flight from Perth to 
Columbus in this one-shot copy, which 
appeared in 14 newspapers through 
Burke Dowling Adams, Montclair, N. J. 
The company followed up with similar 
copy last week praising the Army's suc- 
cessful Hawaii-to-Cairo flight. 


the Philco program with “Pot 0’ 
Gold” fore and the Henry Morgan 
show aft to rake in the listeners. 

For reasons already stated, how- 
ever, the initial Hooper is likely 
to be inflated. The true rating of 
the show will be hard to determine 
until it has been on the air sev- 
eral weeks and listening has lev- 
eled off to steady comers. 

Eventual level of Crosby’s 
Hooper will be of interest not only 
because of speculation on the po- 
tential pull of a waxed show as 
contrasted with a live program 
but because of the unique clause 
in Crosby’s contract which provides 
that he must do a live show or 
either he or Philco may cancel the 
deal if the program draws less 
than a 12 rating after 13 weeks. 

Format of Bing’s new show is 
understood to be much like that 
of his “Kraft Music Hall” last sea- 
son. His Hooper last April 1 was 
23.2, but it fell off to 17.4 on 
May 1. 

Exactly how many stations will 
carry Crosby’s opener was a Philco 
secret as late as last mid-week. A 
spokesman at Hutchins Advertis- 
ing, agency for Philco, said sta- 
tions buying the show independ- 
ently still were being added and 
a full list of outlets outside the 
ABC network “probably won’t be 
announced until the day before 
the first broadcast.” Philco has 
hopes of rounding up 600 outlets 
(AA, Aug 26). 


Kelley Agency Moves 

The Toronto office of Russell T. 
Kelley has moved to the Mer- 
chants Fire Insurance building, 86 
Adelaide St. East. 


GREENWICH 
LEADS! 


In Greenwieh, Conr 
(34,000 Populatien) 


$1,388,000 


was spent in 1945 fer 


DRUGS 


(Source—1946 Sales Management) 
This Market 
Deserves Your 
“A” Schedule 
In 


Greenwich Time 


Often Called “The Best Suburban 
Daily Newspaper in America” 
Nationally Represented by 
SMALL, BREWER & KENT, INC. 
New York cago Boston 
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For the First Time since Pea Harbor 


AERO DIGEST 3 ANNUAL DIGEST 
AIRCRAFT, IES AND AGLESSOR 


This NEW DIRECTORY issue will present America’s 
Aviation Industry — its Products and its Management. 

This Directory Issue — another of a long line of 
Aero Digest firsts — will be as complete, as informa- 
tive, as valuable, as its predecessors—long recognized 
as the best — it will, in addition to regular features, 
include: 


Photographs, Three-view drawings, Specification and 
Performance Data on all types of Personal Aircraft, 
Transports, Helicopters and Gliders. Military planes 
will be tabulated. 


Photographs and specifications of all current Engines 
and Propellers. 


Listings, by product classification, of all available 
aircraft and accessories. 


Index of Manufacturers, Executive Personnel, Plant 
and Office Locations. 


Supplementing its regular circulation — largest of any 
aeronautical trade publication — thousands of copies 
of this DIRECTORY ISSUE will be sent to Manufacturers, 
Airlines, Airports, Fixed Base Operators and others 
identified with aviation — a complete coverage of the 
entire aviation industry. 

Advertisers should not overlook the long life their 
sales messages will enjoy in this NEW DIRECTORY 
ISSUE. Executives throughout the industry — and those 
in allied industries — continually refer to it. 

NOW is the time to reserve space in the best 
advertising buy in the aeronautical field for 1947 


Aimerica’s Premier Aeronautical Magazine 


AERO DIGEST 


S15 Madison Avenue, New York 22,1. %. 
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Cancell, Williams 
to Address Inland 
Press Meeting 


Cuicaco—Benton R. Cancell, 
vice-president, Powell River Com- 
pany, the Vancouver organization 
strikebound by a loggers’ strike 
last spring, and Cranston Wil- 
liams, general manager, American 
Newspaper Publishers Association, 
will speak on newsprint supply 


at the annual meeting of the In- 
land Daily Press Association at 
the Congress Hotel here tomorrow. 
Speakers at today’s sessions will 
include Robert Drew, advertising 
director, Milwaukee Journal, and 
president of the ANPA; Philip F. 
Miller, vice-president, Tribune, 
Royal Oak, Mich.; George N. Dale, 
chairman of ANPA’s | standing 
committee, and E. F. Burpee, in- 
dustrial relations counselor. 
Charles L. Allen, assistant di- 
rector, Medill School ‘of Jour- 


nalism, Northwestern University, 
will speak tomorrow on a recent 
test in South Carolina of readers’ 
attitudes toward newspapers. New 
officers and directors will be 
elected tomorrow afternoon. 


Adds Publicity Dept. 

Alvin Gardner Company, New 
York, has added a publicity de- 
partment to handle client news and 
feature releases. Margaret Auer- 
bacher is in charge of the new 
department. 


NBC Advances Tolleson 


Walter F. Tolleson, a member of 
the chain store department of 
western division of NBC, with 
headquarters in San Francisco, has 
been advanced to assistant sales 
manager. 


Agency Names V.P.s 

King Pedlar, sales director, and 
Charles Isbell, agency director, 
have been appointed vice-presi- 
dents of Advertising, Inc., Wash- 
ington. 


YOU SAID IT FOR US 


THE FAMILY NEWS MAGAZINE THAT 
INFLUENCES MAIN STREET, U. S. A. 


GRAHAM PATTERSON, Publisher 


Philadelphia, 230 West Washington Sq. * * New York, 420 Lexington Ave. 


Chicago, 180 North Michigan Ave. © © © Detroit, General Motors Bidg. 


yi FRAMUSCO 


Profits do come from profitable ac- 
counts, regardless of where they are. 


ing statement: 


planning based on its results. . 


In his recent address titled, ‘‘Does Distribu- 
tion Cost Too Much?” Don Francisco, J. 
Walter Thompson Co., vp, made the follow- 


““— more and more sales planners are using 
the engineering approach—objective fact- 
finding... this means the adoption of more 
informative cost-accounting, more careful 


. the elimi- 


nation by each distributor of unprofitable 
accounts, and territories, and the concentra- 
tion of effort on those that do, or could 
yield a worthwhile return.” 

To appreciate Mr. Francisco’s point, ask 
for “Where Profits Lie,” an independent 
study of sales and distribution of various 
manufacturers and jobbers over a period of 
twenty years. Shows which accounts net you 
the most. Gives exciting facts about profitable 
distribution through Main Street outlets. 

PATHFINDER, the family news magazine 
that concentrates its circulation in influen- 
tial Main Street homes, will be glad to 


show you ‘‘Where Profits Lie.” 


Advertising Age, October 14, 1946 


Cash Discount 


Drive Nets Papers 
-But Not Radio | 


NEw YorK—In the three months 
since the drive of the American 
Association of Advertising Agen- 
cies was started to collect the 2% 
cash discount (AA, July 8), the 
association can report some prog- 
ress with newspapers and business 
papers, but radio stations remain 
just as they were at the cam- 
paign’s inception. 

As the box score now stands, 
the Four A’s has convinced four 
newspapers (leaving about 100 
which still do not pay the dis- 
count), 18 business papers (70% 
of whom now grant discounts), 
and no radio stations (75% of 
whom do not grant discounts). 

Indications were that radio will 
receive increased attention, in an 
effort to boost the association’s 
batting average in that medium. 

The tactics of the Four A’s are 
based on its frequent assertion 
that the cash discount is essen- 
tial to a sound agency structure, 
since it stimulates prompt pay- 
ment by advertisers to agencies 
and also speeds payment to media. 

The drive for increased pay- 
ment of the discount is carried 
solely by the Four A’s, without 
active participation by the Asso- 
ciation of National Advertisers, 
although ANA expresses itself as 
“interested” in the drive. Some 
years ago, when prominent maga- 
zine publishers decided to drop 
the cash discount, the ANA and 
Four A’s collaborated in getting 
the discounts restored. 


Plans Jingles Contest 


Quaker Oats Company, Chicago, 
through its radio show “Terry and 
the Pirates,” will offer 200 two- 
way talkies to persons supplying 
the winning fourth line to a four- 
line jingle plus one box top of 
Puffed Wheat or Puffed Rice 
Sparkies. The contest starts Oct. 
21 and ends Nov. 1. Sherman & 
Marquette, Chicago, is the agency. 


Joins Bristol-Myers 

H. T. Hamilton Jr., recently dis- 
charged from the Army air forces 
with the rank of major, has joined 
Bristol-Myers Company, New 
York, as assistant advertising 
manager. Before entering service, 
Mr. Hamilton was for three years 
in the market research and media 
departments of Young & Rubicam, 
New York. 


Appoints Olian Agency 

Olian Advertising Company, St. 
Louis, has been appointed to 
handle the advertising of Candy- 
of-the-Month Club, St. Louis. The 
schedule includes Boot & Shoe 
Recorder, Daily News _ Record, 
Esquire, Fortune, Gourmet, Holi- 
day, House Beautiful, New York 
Times Magazine, Time, True and 
Women’s Wear Daily. 
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FOR ALL MANAGEMENT MEN CONCERNED WITH MAKING AND 
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MARKETING BETTER PRODUCTS AT LOWER COST 


| PIX ...tougher to 


organize than words 


READER BENEFITS of best use of pictures 
are so obvious. However, correct use of pic- 
tures requires the control and coordination 
of an integrated editorial department. Tight 
teamwork between editors, art director and 
production is essential. 

For instance: In Industrial cotton for 
plant and product, fourteen photos com- 
bined with brisk, non-technical text demon- 
strate Modern Industry’s edi-pictorial technic 
for opening a management man’s eyes in 
order to open his mind. 

This stafl-researched, staff-written article 
spotlights amazing industrial materials devel- 
oped by cotton-research labs. More than 
55,000 management men at all levels, in the 
top 31,500 plants, want to know their signi- 
ficance in products to be bought or made. 

And this is just one of the issue’s many 
staff-written articles that power management 
men—at all levels—with fresh perspective! 

STATISTICS: The traveling editors knocked off 
9,950 miles to visit 220 plants where they interviewed 
and worked with some 335 management executives 


and department heads. This is multi-plant research 
by the editors to bring the best to the readers. 


# 


FIBER BONDING turns ordinary cotton 
sliver (top) into heavy-duty sash cord with- 
out spinning or twisting. 


More plants... 


reaches more than } men. 


31,500 U.S. plants 
making 89 % of manu- 


More management 
. . largest U.S. 
©) coverage (at all influ- 

ential levels) of any 


CLEAN BREAK in fire hose, magnified 100 times by new-type camera, shows strength of Fiber Bonded yarns com- 
pared with ordinary yarns. Fibers line up so pull is exerted on all at once—contributing 50 to 100% extra strength. 


ALMOST DUSTPROOF, Webril non- 
woven textiles hold fine powders, chem- 
icals—may be printed or dyed. 


torial material 


More reliable edi- 


Ze nalism ... 
unbiased, objective PA ception stories best 


staff-written articles, 


BASIC STRUCTURE of Webril is 
filmy. Thermoplastic fibers bond mate- 
rial—make it heat-sealing. 


More pictorial jour- 
picture- 


liked by all readers. 
Nearly all articles use this 
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GAUZE & WEBRIL join into strong 
dustproof fabric. Nonwoven fabrics may 
some day compete with paper in price. 


Tear sheets of any of these articles from the 


factured products. Blankets 


| all industries with more than 
55,000 copies every month. 


More area per page 
| ... like Texas, 
Modern Industry 
gives more space— 
40° more than usual busi- 
ness publications. Now—pre- 
sent your facts pictorially. 


CHICAGO 6: 20 N. WACKER DRIVE » 


magazine specifically edited 
for — and directed to — all 
manufacturing industries. 


More visibility ...no 

~__ solid advertising sec- 
tions to reduce sales 
chances for your ad. 

Every ad placed next or close, 
to editoria! material. This de- 
livers the full reader traffic. 


ATLANTA 3: 1722 RHODEFS-HAVERTY BLDG. » 


triple-checked foraccuracybe- 
fore printing, avoid the slant- 
ing of contributed material. 


More response .. . 

again and again, ads 

produce inquiries 

from 50-366% lower 
cost than same keyed ads in 
magazines with 3-20 times 
greater circulation. 


PHILADELPHIA 2: 2205S. 16THST. » 
LOS ANGELES 5: 684 S. LA FAYETTE PARK PLACE 


interest-holding technic for 
sharper presentation, 


“ More prestige ... in- 
fluential audience — 
backdrop of editorial 
character, pictorial 
atmosphere, impressive di- 
mensions ... the stage is dra- 
matically set for advertisers. 


Modern Industry published by MAGAZINES OF INDUSTRY, INC. 347 Madison Ave., N. Y. 17 ADVERTISING OFFICES: NEW YORK 17: 347 MADISON AVENUE 
CLEVELAND 14: 513 UNION COMMERCE BLDG. » 


SAN FRANCISCO 4: 68 POST ST. 


October 715th issue sent on request. 


{] Industrial cotton for plant and 
a ne ae oe oe ee 
Out of research labs into factories have 
poured these new cotton materials. They 
will do hundreds of jobs—better. 
Tying supervision into manage- 
ment a he se ee em oe 
“Foremen troubles” take care of them- 
selves if you make foremen-managers. 


Coming: a revolution in pricing? 146 
FTC is all set. Every firm using delivered 
prices may be jolted to its heels. 
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Penn Newspapers 
Reject ‘Network’ 


HARRISBURG, Pa. — Pennsylvania 
Newspaper Publishers’ Associa- 
tion last week rejected a recom- 
mendation that a national adver- 
tising network for Pennsylvania 
be sponsored by the association. 
Members decided PNPA should 
stay out of the business of selling 
newspaper advertising, limiting 
itself to promotion. 

The association approved the 
resolution which originated with 
the National Advertising Execu- 
tives’ Association on mat shrink- 
age and also adopted the “code of 
practice” for newspaper advertis- 
ing departments as established by 
the NAEA, A resolution asking 


OPA to remove newsprint price 
2eilings was also adopted. 

William L. McLean Jr., Phila- 
lelphia Bulletin, was elected presi- 
lent; James W. Knepper, Carnegie 
Signal-Item, vice-president, and 
Howard Reynolds, Quarryville 
Sun, secretary-treasurer. 


ABC Show Now 
Over CBS Video 


“The Society of Amateur Chefs,” 
which recently was withdrawn as 
a sustainer on the American 
Broadcasting Company (AA, Sept. 
23) will be presented for television 
by CBS Oct. 17, at a showing for 
advertisers and agencies. Ben 
Irvin Butler, who originated the 
“Society” and owns the title of 
the show, expressed himself as 
dissatisfied with its content when 
it was on ABC. 


FIC Chief Called 
as First Witness 
in Monopoly Quiz 


WASHINGTON—From advance in- 
dications, it’s a good bet blame 
will be heaped almost equally on 
government and business when 
the House small business com- 
mittee meets Tuesday to quiz FTC 
and Justice Department on con- 
tinued growth of monopoly de- 
spite antitrust laws. 

Made up of representatives of 
all economic shades, the subcom- 
mittee is racing against a Jan. 1 


deadline for recommendations on 
new legislation or policies which 
will stop the trend toward con- 
2-entration, particularly in the dis- 
tribution fields. 

For four months staff members 
have sifted the findings of the 
TNEC, Smaller War Plants Cor- 
doration and previous monopoly 
studies to prepare a summary of 
evidence on concentration which 
can be inserted painlessly into the 
record. 


Ayres Is Called 


With this factual background 
behind them, committee members 
will go to work Tuesday on FTC 
Chairman William Ayres to find 
out whether FTC has been lax in 
meeting the monopoly problem. 

Some idea of Ayres’ explanation 
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is already evident in a written re- 
port given the committee. These 
answers, conceding that monopoly 
is on the upswing, blame lack of 
funds, personnel and preoccupa- 
tion with the war. 

Most of this written report, 
minus some data on sources of 
complaints, which cannot lawfully 
be reported, will go into the rec- 
ords, including FTC’s estimate of 
its own strength and weaknesses. 

With the election only a short 
time away, Rep. Estes Kefauver 
(D., Tenn.) has found members 
of the subcommittee reluctant to 
come to Washington at this time. 
Politically and philosophically it is 
a well balanced group, however, 
made up of Rep. J.. W. Robinson 
of Utah and Henry Jackson, Wash- 
ington, both Democrats, and Wal- 
ter Ploeser, Missouri, and Leonard 
Hall, New York, Republicans. 


Will Report to Congress 


Since the committee terminates 
with the end of the 79th Congress, 
and may not be revived, staff 
members are pressing for a fast, 
thorough set of hearings. Material 
which has been assembled will go 
into the record, and if plans go 
through, 15 to 20 prominent busi- 
ness men will be called in addition 
to government witnesses. 

A “preliminary” report on 
weaknesses along the antitrust 
front is supposed to be ready for 
the 80th Congress when it as- 
sembles in January. That report 
will recommend some new legis- 
lation, but at this point it is any- 
one’s guess what it will be. 

It is a foregone conclusion that 
the committee will champion the 
Kefauver amendment to the Clay- 
ton Act, plugging a gap which has 
permitted continued merging of 
competitors through purchase of 
physical assets. Other possibilities 
run from a rebuff of the admin- 
istration of FTC and Justice to 
revised tax laws, changes in the 
Robinson-Patman Act, and recom- 
mendations for larger appropria- 
tions for antitrust agencies. 


Hiram Walker Promotes 
Swan to Ad Manager 


James C. Swan, national sales 
promotion manager of 
Walker, 


Hiram 
Detroit, has been 
promoted to ad- 
., | vertising man- 
~~ ager, succeeding 
: Carleton Healy, 
who has been 
made assistant to 
the president of 
the parent com- 
pany. Mr. Swan 
will be in charge 
of all magazine, 
newspaper and 
a robe 
ing for Canadian 
J. ©. Swan Club, Imperial, 
Walker’s Deluxe, Hiram Walker’s 
gin, cordials and prepared cock- 
tails. 

In 1944, Mr. Swan joined W. A. 
Taylor & Co., a Hiram Walker 
subsidiary, as advertising man- 
ager and a year later he was 
transferred to the home office of 
Hiram Walker, Inc. 


Builds New Plant 


Globe-Union, Inc., Milwaukee, 
manufacturer of automobile bat- 
teries, radio parts, spark plugs, 
ete., is building a new plant in 

lean, N. Y., to expand facilities 
for procuction of spark plugs and 
roller skates. 


Inc., 


“the Business Man's 
Department Store" 


is his local stationery and office 
4 supplies store. 


For information on this 
field ask for new “‘Bulls- 
Eye” folder. 


250 5th Ave., New York 1 
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An estimated $9,000,000,000 will be spent during 1947 by vacationists 
on transportation, hotels, resorts, luggage, clothing, jewelry, food and 
drink. This market is your oyster! Open it with a schedule in TRAVEL 
& CAMERA. : 


Factual in content—colorfully illustrated, exciting and stimulating, 
TRAVEL & CAMERA is avidly read by 120,000 travel lovers— people who 
have time and money and enjoy spending it. Travel is a year round 
business — stimulate steady sales with a schedule in TRAVEL & CAMERA 
—“The Show Window of the $9,000,000,000 Travel Market.” 


If TRAVEL’S Your Game- 


Ties VEL‘CAMER) 


—SEND FOR THIS BOOKLET 


“Travel Market Facts”—A brief com- 
pilation of government statistics, 
national surveys and authoritative 
figures in simple, factual form giv- 
ing you the latest information on 
recreational travel habits. 28 Pages. 
Send for your copy today. 
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Chicago Printers, 
ITU Still Miles 
Apart in Dispute 


Cuicaco — Commercial printers 
here are “thinking in terms of 13, 
14, 15 or 16 cents” as a basis for 
meeting typographical union wage 
demands, C. L. MacKinnon, di- 
rector of the Franklin Association, 
disclosed during negotiations Tues- 
day. 

The employers’ representative 
made this statement after Wood- 
ruff Randolph, president of the In- 
ternational Typographical Union, 
offered to reduce the union wage 
demand, this time from $2.36 to 
$2.21 an hour. The ITU local 
until last week had asked $3.02 
an hour, and the Franklin As- 
sociation’s best previous offer had 
been an 11l-cent pay boost. 


Although closer together, the 


two sides are still miles apart. The 
composing room men now make 
$65.79 for a 36%4-hour week. If 
they got a 16-cent increase, they 
would make $71.49. That $5.70- 
a-week increase is $8.62 less than 
the $14.32 increase suggested. 


Ask Sick Leave ‘Per Diem’ 


In addition, the union still seeks 
sick leave pay on a basis which 
employers insist they will not 
grant. A Franklin Association 
spokesman said the ITU local asks 
for 10 days’ sick leave, pay for 
which would be a per diem allow- 
ance like that which employes re- 
ceive for their vacation pay. 

Union representatives have in- 
dicated they will drop their de- 
mands for severance pay and an 
extra week or two of vacation if 
their wage proposals are accepted, 
but these issues were not discussed 
in negotiations early this week. 
The union also asks for six holi- 
days with pay, compared with the 
present three. 

Negotiations have _ continued 
almost daily since Mr. Randolph 


arrived here Oct. 1. The old con- 
tract expired Oct. 4. 

Meanwhile, the Chicago News- 
paper Publishers Association is 
waiting to negotiate a new con- 
tract with the typographers. A 
CNPA spokesman said negotia- 
tions await appearance of Mr. 
Randolph and that wage demands 
have not yet “jelled,” although the 
present contract expires Oct. 21. 

Day-shift typographers on the 
Chicago Herald-American, Journal 
of Commerce, News, Sun, Times 
and Tribune now get $75.50 for a 
36%4-hour week. 


N. Y. PRINTERS 
FACE WAGE BATTLE 

NEw YorK—The printers league 
section of New York Employing 
Printers Association has  an- 
nounced that New York Typo- 
graphical Union No. 6 is demand- 
ing a wage increase of $1.19 an 
hour. 

At the same time, the league, 
bargaining agency for New York’s 
500 union shop commercial print- 
ing plants, pledged that “we will 


Bees ave * Acie 
<< ae > 


do everything in our power to 
prevent a rise in printing prices 
out of line with the general price 
level.” In addition to publicity 
the league will, if need be, con- 
duct an advertising campaign to 
carry its case to the public. 


‘Follow Chicago Action 


Negotiations between the league 
and the union are now under way. 
Whatever action is taken by the 
union here, it is expected, will be 
patterned after that taken by the 
Chicago union. 

The typographical union here 
has a clause in its contract with 
the league providing that the con- 
tract may be reopened by either 
party for adjustment of wages 
only on Nov. 15, 1946. On Sept. 
14 the union notified the league 
that it would reopen the contract. 

The union demands here call 
for wage increases from the pres- 
ent $1.83 to $3.02 an hour; paid 
holidays from three to 10 a year; 
four weeks’ instead of the present 
two weeks’ paid vacation. In ad- 
dition, overtime rate basis would 


The whispered tick of a Waltham Watch originates 


in a century-old tradition of craftsmanship. 


Today, to further that tradition, 


Waltham Watch Company is making and marketing 


a whole new series of precision timepieces. 


A full-color campaign for our new client 


is now appearing in national magazines. 


To the public, and to jewelers and retailers, 


it all sounds very good indeed. 
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be increased; pay for sick leave 
and severance introduced, and 
apprentice pay increased. 


DONNELLEY WINS MOST 
POINTS IN ARBITRATION 


Cuicaco—A three-man arbitra- 
tion board, appointed in the 20- 
month-old dispute between R. R. 
Donnelley & Sons Company and 
the International Printing Press- 
men and Assistants Union, has 
awarded a 3.7% wage increase to 
employes at Donnelley’s Lakeside 
Press here. 

The board was appointed a year 
ago, following a month-long strike 
by the union over its closed shop 
demand. The open shop was con- 
tinued by Donnelley and was not 
an issue before the board, com- 
posed of Robert E. Wood of Sears, 
Roebuck & Co.; William S. Knud- 
sen and Robert N. Campbell. 

The board ruled against the 
union on almost all points except 
wages. The board ruled that there 
shall be a no-strike clause under 
which the union must accept 
financial responsibility for breach 
of contract by paying $4.50 for 
each hour of press time lost. It 
also approved the company’s ap- 
prentice training program and 
continuation of the 40-hour week. 


Three Feathers 
Introduces Color 
in 70 Newspapers 


NEw YorK—tThree Feathers dis- 
tributors will use color in news- 
paper copy, for the first time on 
behalf of Three Feathers Reserve 
whisky, when scheduled 1,000- 
line units released to 70 papers 
which accept two-color advertise- 
ments appear this month. 

This month’s drive will intro- 
duce “the largest fall advertising 
campaign in the brand’s history,” 
said Ervin Z. Grayson, national 
advertising manager. 

The schedule also’ includes 
black-and-white insertions in 
about 300 newspapers across the 
country, and full page color copy 
in Collier’s, Cosmopolitan, Cue, 
Dell Detective Group, Esquire, 
Field & Stream, Liberty, Life, The 
New Yorker and Time. Business 
papers, window and interior dis- 
plays, merchandising aids, and 
general outdoor advertising will 
also be used. Copy and art will 
tie in with the football season. 

Peck Advertising Agency handles 
the account. 


Premier Names Hickerson 


Premier Vacuum Cleaner divi- 
sion of General Electric Company, 
Cleveland, has appointed J. M. 
Hickerson, New York, to handle 
its consumer and business paper 
advertising starting with its 1947 
program. Premier’s present agency, 
Beaumont & Hohman, will com- 
plete its 1946 schedule. 
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CANNOT BE SOLD 
FROM THE OUTSIDE 


92% Home-carrier-delivery 
73% 


66% More circulation among 
Bayonne families than all 
New York and Hudson 
County evening newspapers 
combined 


THE BAYONNE TIMES 


BOGNER & MARTIN 
Sales Representatives 


CHICAGO 


Bayonne family subscrip- 
tion 


NEW YORK 
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Che New York Times Magazine 


what 
makes 


a magazine 
a 
Magazine? 


is It 
magazine 
format? 


Judge The New York Times Magazine 
by any standard of magazine format... 


makeup 
size 
color 
content 
appeal 
— and this is the answer: 
The Times Magazine is a magazine. 
rong 
vd “. And from The Sunday Times, The Times Magazine 
papers gains added action and immediacy 
that spell more vitality for magazine advertisements. 
AES 
aie The New York Times Magazine 
pons A miaghyme amg % — anes 
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SALES AIDS 


that 


Sell 


for advertisers in 


Hospital 
Management 


"Big name" advertisers are nu- 
merous in Hospital Management, 
and one of the biggest in the 
pharmaceutical field recently 
wrote us: 


"You have been sending us your 
weekly bulletins listing hospital 
construction, prices and personnel 
changes. These have been most 
satisfactory. Currently we are re- 
ceiving thirty copies. Our detail 
staff has now expanded to sixty, 
and we should like to increase our 
request for that quantity if pos- 
sible. Please address these to the 
attention of , of the Hospital 
Sales Division." 


OTHER SERVICES 


1. Market studies so impor- 
tant that they have been 
used as the basis of radio 
commercials, printed for dis- 
tribution to leading business 
and professional men, and 
for setting up changed and 
improved marketing meth- 
S. 


2. Classified lists of hos- 
pitals, giving number of beds 
and other pertinent data in- 
dicating size and scope of 
activities. 


3. Lists of architects having 
had one or more hospital 
jobs on their boards since 
1940. 


4. Reviews of manufactur- 
ers’ technical and scientific 
literature in the “Suppliers’ 
Library page in Hospital 
Management each month. 


5. Monthly newsletter of 
significant trends and devel- 
opments in the hospital mar- 
ket. 


6. Lists of hospital and sur- 
gical supply dealers. 


7. Product news reports. 
Manufacturers and distribu- 
tors continuously originate, 
develop and improve prod- 
ucts essential to efficient 
hospital management. The 
results of these activities are 
published in the Product 
News pages of Hospital 
Management each month— 
a real service to hospital ex- 
ecutives as well as to adver- 
tisers. 


§ For Detailed , 
Reference Data 


THE MARKET 
DATA BOOK 
Business 
Publications 

4 Edition 


100 E. Ohio St. Chicago 
330 W. 42nd St., New York 
68 Post St., San Francisco 

Williams- Oliver Bldg., Atlanta 


[Interim Statements 
Aren't Mandatory, 
Publishers Told 


Cuicaco—Filing of interim state- 
ments by business papers is Op- 
tional—not mandatory—the Audit 
Bureau of Circulations emphasized 
last week in a notice to pub- 
lishers. 

The bureau announced a change 
in the rules last July, permitting 
business papers to file interim 
statements covering the _ three 
months ending March 31 and Sept. 
30 of each year. Since then, it 
said, some members had wrongly 
interpreted the announcement to 
mean that such filing was manda- 


tory. 

The complete rule, said the 
ABC, is: 

“(b) Newspapers, magazines, 


farm publication, business paper 


and periodical publisher members 
who desire to comply with the re- 
quest of an advertiser or adver- 
tising agency member may furnish 
the bureau, on standard blanks 
supplied by the bureau, subject to 
audit by the bureau, sworn interim 
statements of circulation. Such 
statements shall be released to 
members in the same manner as 
the regular publisher’s statements 
are distributed. 

‘“Publisher’s interim statements 
for newspapers and_ business 
papers shall be rendered on a 
quarterly basis. Publisher’s in- 
terim statements on all other pub- 
lications shall be rendered on a 
cumulative basis from the be- 
ginning of the calendar year.” 


Plan Electronic Show 


A four day national electronics 
equipment show will be held the 
week of May 11, 1947, at the Hotel 
Stevens, Chicago. 


Patjens Appointed 
Dell Ad Manager 


William Patjens has been ap- 
pointed advertising sales manager 
of Dell Publish- 
ing Company, 
New York, suc- 
ceeding Herbtert 
J. Donohue. 

Mr. Patjens 
was formerly 
eastern advertis- 
ing manager of 
The American 
Weekly, and gen- 
eral sales man- 
ager of New 
York Subways 
Advertising 
Company. 


William Patjens 


Joins Westinghouse 

Irene Krieg, formerly with Free 
& Peters, radio representative, in 
New York, has joined the public 


relations staff of Westinghouse 
Radio Stations, Inc., in Phila- 
delphia. 


Advertising Age, October 14, 1946 


Offers Recipe Holder 


The grocery sales promotion de- 
partment of Standard Brands, New 
York, has developed a “3-way 
recipe holder” for distribution to 
grocery stores throughout the 
country featuring recipe leaflets 
on Royal Blue Cream of Tartar 
baking powder and V-8 vegetable 
juice cocktail at first and other 
Standard Brands products later. 
The holder, printed in bright red 
with white lettering, is designed to 
accommodate about 74 four-page 
leaflets in a size up to 334x6 inches 
and can be used as a hanger, a 
counter easel or on a shelf. 


Wilson Becomes a V.P. 


Don Wilson, announcer on the 
Jack Benny program, has added 
as a sideline the vice-presidency 
of Accra-Speed, Alhambra, Cal., 
manufacturer of the new Accra- 
Speed vacuumatic injector, a tool 
for use in service stations, garages 
—. in the aeromotive and marine 

eld. 


PRINTING PRODUCTS CORPORATION 


Equipment and Organization is unusual — Operation is Day and Night. 
Printing Counsel is given on Economical Production and Proper Quality. 


Advertising Counsel is given on Methods, Copy and Illustrations. 


SPECIALISTS IN THE PRINTING OF 


CATALOGS - PUBLICATIONS 


and printing requiring the same kind of equipment and organization to 
produce, such as Booklets, Price Lists, Flyers, House Organs, Convention 
Dailies, Proceedings of Conventions, Directories, College and Institutional 
Year Books, Paper Covered Books, Larger Quantities of Circulars, etc. 


‘oe is a large volume of the kind of printing Printing Products 
Corporation is best re and organized to produce, so if in 

doubt, it is best to write or phone what is wanted and information will 

be promptly given. 

Here is complete equipment and organization to handle all or any part 

of printing orders in which we specialize—from ILLUSTRATIONS 


and COPY to MAILING. 


Printing Products Corporation has system. No orders get lost or side- 
tracked. Each order is assigned to an experienced executive who watches 
and follows the order from receipt o 


because of up-to-date equipment and best workmen. 
because of automatic machinery and day and night operation. 


because of superior facilities and efficient management. 


Proper Zuality 
LZeuich 
Right Price 


cuts and copy until delivered. 


Business methods and financial standing .are the best, which statement 
is supported by customers, supply houses, credit agencies, First National 
Bank of Chicago and other banks. Dun & Bradstreet, Inc., rates Printing 
Products Corporation and associates over $1,000,000 highest standing. 


A large, efficient and completely 
equipped printing plant. 
(The former Rogers & Hall 
Company plant) 


print. 


A SAVING is often obtained 
in shipping or mailing when 
is done in Chicago, 


printing 
fhe great 


A printing connection with a large, reliable printing establishment 
will save much anxiety regarding attentive service, 


quality and delivery. 


LUTHER C. ROGERS 
Board Chairman and 
Management Advisor 
L. C. HOPPE 
Vice Chairman 
and Managing Director 
A. R. SCHULZ 
President and 
Director of Sales 


wet ARE STRONG on ouR 


Product 


(THE FORMER ROGERS AND HALL CO. 


gpecih* 


PRINTER SPECIALISTS 
Artists - Engravers - Electrotypers 


Telephone Wabash 3380—Local and Long Distance 
Polk and La Salle Streets, Chicago 5, Illinois 


New Display Type 


for all printing orders. 


| Clean Linotype 


Monotype and Ludlow 
typesetting. 


| All Standard Faces 


of type and special 
faces, if desired. 


Good Presswork— 
one or more colors. 


Facilities for Binding _ 


as fast as the presses 


Mailing and Delivery 


service as fast as 
copies are completed. 


distributing point. 


si tins a ala le ile a 


central market and 


ave? 


MPANY) 


H. J. WHITCOMB 


Vice President ant 
Assistant Director of 
Sales 


L. C. HOPPE 
Secretary 


W. E. FREELAND 
Treasurer 
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tung your hat 


When your hat’s one of four on a hat-tree, you can’t miss it. But just try to 
find it fast when it’s stacked up with 40 or 50 others. 


It’s the same way with visibility in advertising, for a very simple reason: people 
read ads with the same pair of eyes they use to look for hats. 


From its very first issue, Pictorial Review’s high visibility for ads has delivered 
reader impressions at spectacularly low cost. Now there’s striking confir- 
mation of the soundness of P. R.’s planning in a new and independent 
study of the factors that control ad visibility: 


1. Number of pages in a magazine 
2. Position of advertisement 
3. Competition for attention 


Ask your P. R. representative to show you how Pictorial Review scientifically 
controls all three factors to every advertiser’s lower cost and greater profit. 


Then you'll see, more clearly than ever, why the pick of ’46 is Pictorial Review. 


Pictoria 


Represented Nationally by HEARST ADVERTISING SERVICE 


covering 6 million families in 10 major markets throfim el nday Issues of: 


New York Journal American Detroit Times Boston Adv@#iser n Francisco Examiner ‘ 
Baltimore American Chicago Herald-American Los Ange xaminer Seattle Post-Intelligencer 
Pittsburgh Sun-Telegraph *Milwaukee Sentinel (Milwaukee Sentinel @presented individually by 

Paul Block@® Associates) 
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The Treasury and Advertising 


Last week ADVERTISING AGE re- 
ported the confusion which de- 
veloped within the United States 
Chamber of Commerce when Ex- 
ecutive Secretary Benjamin Marsh 
of The People’s Lobby warned 
that the Bureau of Internal Reve- 
nue would not permit tax deduc- 
tions for advertising of the ‘““Amer- 
ican Opportunity” type being 
urged by the U. S. Chamber. 

Mr. Marsh based his “warning” 
on some correspondence which he 
had with William T. Sherwood, 
acting commissioner of internal 
revenue, in which Mr. Sherwood 
reiterated the general views of the 
Treasury Department on what is 
and is not proper and legitimate 
business expense, and therefore 
deductible for tax purposes. 

It is our candid opinion that 
neither the United States Chamber 
of Commerce nor any business 
should concern itself too seriously 
with Mr. Marsh’s “‘warning.”’ Dur- 
ing the past five or six years the 
Treasury has made it amply clear 
that its definition of “reasonable 
and proper” advertising expendi- 
tures is sensible enough and sound 
enough so that advertising activity 
is not unduly hampered. It has 
also made it clear that advertising 
devoted to the public interest and 
to the furtherance of the public 
welfare can, under reasonable con- 


ditions, be considered a proper 
business cost. The Treasury, in 
fact, has been one of the princi- 
pal beneficiaries of such advertis- 
ing dollars, in the support of war 
bond sales, and it made no secret 
of its desire to secure every dol- 


which business was willing to 
give it. 

So there seems no cause for 
alarm over the “American Oppor- 
tunity” campaign which the U. S. 
Chamber is suggesting. 

Nevertheless, there is cause for 
some serious thinking on this sub- 
ject. Mr. Marsh’s little stunt won’t 
work, but there will be other ef- 
forts to have “policy” advertising 
declared ineligible as a cost of 
doing business, and their cumu- 
lative effect may be serious un- 
less business guards itself care- 
fully against excesses in this di- 
rection. 

We are confident that the Treas- 
ury will maintain a completely 
reasonable attitude on advertising 
and other business costs in the 
future as it has in the past. This 
attitude can change, to the harm 
of all, only if business, individ- 
ually or collectively, should at- 
tempt to expend unreasonable 
amounts of advertising dollars on 
promotional activities of doubtful 


or suspect nature. 


We Needn’t Have a ‘Bust’ 


Ever since the stock market did 
a bit of minor jiggling, a few 
weeks ago, after climbing steadily 
upward for a good many months, 
we have been assailed with pre- 
dictions about the coming “busi- 
ness bust.” Ail our best inde- 
pendent thinkers, including espe- 
cially. those whose thoughts are 
regularly presented in simulated 
typewriter type and in utmost 
confidence to thousands of our 
most important business men, 
have strangely managed to arrive 
at the same conclusion: A “bust” 
is on the way. They disagree only 
on minor details, such as_ its 
severity and the date of its onset. 

Their unanimity in the field of 
business economics is matched 
only by that of the myriad newly- 
developed experts in world af- 
fairs, who insist that a third world 
war (and latterly we have even 
heard of a fourth) is inevitable. 

We profess no inside informa- 
tion, and our crystal ball is almost 
as hard to see through as a 
woman’s hat in a theater. But we 
simply refuse to believe that either 
a business bust or a third world 
war is necessary or inevitable. 


In one sense, our own private 
optimism with regard to the like- 
lihood of either rises in direct 
proportion to the amount of con- 
versation we hear about them. It 
is, of course, possible to talk 
oneself and one’s economy into a 
business bust, and it is possible 
also to talk the world into another 
war, but if we manage to avoid 
hysteria and look at the prospects 
clearly, a good hard look at the 
possibilities for a business bust— 
or a war—may in itself help to 
prevent them. 

Wars or business busts seldom 
come along when we're prepared 
for them. And to that extent the 
current conversation on both sub- 
jects may be insurance against 
their occurrence. If the signs and 
portents indicate that business will 
suffer a recession some time in 1947 
or early in 1948, or whenever your 
favorite crystal-gazer says it will 
happen, maybe we can stave it 
off or lessen its effect by doing 
now the things that need doing. 

Any “free enterprise” economy 


which accepts a “bust” a year or 
|two hence as inevitable doesn’t 
ideserve to survive. 


lar’s worth of such advertising| 


—Electrical Merchandising 


"| made a tie-up with the Landon outfit." 


Sacrilege 

One by one the delicate impres- 
sions of childhood are erased in 
adult life; the images built up by 
dreams, literature and poetry: are 
shattered. This week we were 
aghast to see the reproduced ad- 
vertisement. 


: .Y 
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Aa, HAE sa 
RIGHT COMBINATION OF THE 


Aves Bo CHESTERFI 


Sherlock Holmes in a sporty hat, 
a tweed topcoat, muffler and smok- 
ing a cigaret! Unthinkable. Yet 
here it is. The deer stalker, the 
checkered ulster and the hooked 
pipe are gone. We think it was 
pretty decent of Liggett & Myers— 
or Newell-Emmett—to leave in 
the magnifying glass; they might 
have used a lorgnette. And the 
next insertion may show Watson 
and the redoubtable Sherlock 
leaping out of a streamlined road- 
ster, sprinting up the fog-wrapped 
streets guided by a pocket radar 
set, and trapping one Professor 
Moriarty, who is secretly working 
on atomic bombs. For us, the 
Holmes of the hansom cab, the in- 
evitable dog cart, and the bull’s- 
eye lantern. 

We hope the Baker Street Ir- 
regulars see this, and that they 
track the perpetrators to their re- 
spective lairs. They should be 
competent to see that the “Adven- 
ture of the Strange Props’ is suc- 
cessfully concluded. 


Where Gowanus Flows 

As the beloved Bums gave up 
their last gasp in the National 
League pennant race, we thumbed 
through a copy of a promotion 


piece called 
the World,” which tells the story 
of the Brooklyn Eagle’s efforts in 


“Brooklyn Against 


promoting an annual baseball 
game between an all-star boys’ 
baseball team and a composite all- 
star team selected by 28 news- 
papers of the United States, Can- 
ada and Hawaii. A three-game 
series, which Brooklyn’s boys won, 
drew large crowds to Ebbetts 
Field, brought in $22,000 in pro- 
ceeds (the promotion cost $50,000, 
ponied up by Frank Schroth, Eagle 
publisher, and Branch Rickey, 
Dodger president). The proceeds 
will be used to establish a base- 
ball foundation and to finance the 
advancement of amateur baseball, 
the newspaper says. 

Wise Guise 

The advertising business, like 
every other, has its patois. Spots, 
linage, contact, copy, single-shot, 
p.r., reps, platters, 24-sheets, car 
cards, package—the list is prac- 
tically endless. These are nouns, 
common enough in usage so that 
no one has yet been forced to pub- 
lish a_ glossary of advertising 
terms. 

The verbs are equally colorful 
“We'll hypo sales in the area,” 
“They'll cut a platter tomorrow,” 
“We'll rack up eight million in 
billings.” 

But one suffix carries far more 
than its fair share. The suffix 
is “wise,” and it rebounds from 
our sensitive ears as dollar-wise, 
space-wise, payroll-wise, layout- 
wise, time-wise and writing-wise. 
An imitative lot, admen were 
quick to snap up terms like “pol- 
icy level” but “wise” remains ad- 
vertising’s own, and it’s welcome 
to it. 

Funk & Wagnalls says ‘“‘wise” as 
a suffix means “way or manner, 
the noun wise used as a termina- 
tion as nowise, likewise; often 
confused with way or ways.” 
“Wise” as a noun means way of 
doing, manner or method. ‘“Way” 
comes up in F & W as a termina- 
tion of Anglo-Saxon origin, as 
“noway” or “alway” or in the 
genitive as “always” and “long- 
ways.” 

It seems that when an adman 
says space-wise, he means not a 
way or manner of doing space, but 
a method of measurement or a 
viewpoint, and should actually be 
saying “‘space-ways.” 


The following documents may 
be secured without charge from 
companies sponsoring them, or 
through’ ADVERTISING AGE, by any 
national advertiser or advertising 
agency executive writing on his 
business letterhead. Address Ap- 
VERTISING AGE, 100 E. Ohio St., 
Chicago 11, Ill. 


No. 2699. The Farm Family of 
the South Today. 


A study of farm families of the 
14 southern states, made by Cross- 
ley, Inc., is reported in this book- 
let, which has been issued by The 
Progressive Farmer. Farm tenure, 
size of farms and homes, income, 
education and other details are 
shown in graphs representing fig- 
ures for southern families and 
Progressive Farmer families. 


No. 2700. Route List. 


The Sacramento Bee has issued 
this route list, which contains a 
route and street map of the Sacra- 
mento metropolitan market and a 
highway map of the city’s 19- 
county market, with a 96-page list 
of grocery, drug and variety stores. 
The list includes information on 
the dollar volume of the market, 
executives, buying hours and terri- 
tory covered by local wholesalers, 
chain and supermarket data, popu- 
lation, etc. 


No. 2701. Fact Folio. 


Retailing Home Furnishings has 
issued this brochure to com- 
memorate the publication’s 15th 
birthday, and in it, charts the 
growth in circulation and adver- 
tising linage, and gives some rea- 
sons for the publication’s current 
position in coverage of the home 
furnishings industry. 


No. 2702. Distribution of Circula- 
tion of La Patrie. 


This circulation report, issued by 
La Patrie, Montreal, includes a 
complete breakdown of circulation 
by province and by centers of 
various populations; growth of the 
weekend circulation of the pub- 
lication for the past 11 years, a 
list of national accounts, facts 
about the weekend (Saturday and 
Sunday) editions and other data. 


2670. What Transportation 
Men Want to Know About 
Equipment and Supplies. 
Transportation Supply News has 
issued this bulletin, first of a se- 
ries designed to keep manufac- 
turers and ad agencies posted on 
what transportation men want to 
know about equipment and sup- 
plies. It contains quotes from 
executives in railroads, airlines, 
motor truck and bus lines and 
others, made in personal inter- 
views by a research organization. 


No. 


No. 2682. 11th Annual Grit Reader 
Survey. 


Brand preferences of its readers, 
and plans for purchases of various 
household appliances are shown in 
this survey, Grit’s 11th annual 
study. Buying habits and brand 
preferences among the publica- 
tion’s small town reader families 
are tabulated in the 116-page, 
spiral bound book. 


No. 2653. True Story Readers. 

This brochure, issued by Mac- 
fadden Publications, is based on 
a recent survey of True Story 
reader families and gives a picture 
of the scope of the magazine’s 
wage earner market. True Story 
families are mostly wage-earner 
families, it is pointed out, and the 
figures in the book show size of 
families, occupations of family 
heads, education and many other 
details. 
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Unit Package 

Is Unveiled by 
West Coast Firm 


Los ANGELES—Consumer conve- 
nience, smart merchandising and 
economy are outstanding features 
claimed for the new unit package 
announced by William Stevens 
Company following its introduc- 
tion 18 months ago in test pro- 
grams with Pacific Coast manu- 
facturers. 

The Stevens unit package, for 
which both machine and package 
features are patented, is designed 
to pack all types of tablets, perles, 
capsules and free-flowing powders 
in individual packets of cello- 
phane tape. With continuous tape, 
the machine will pack tablets or 
capsules in ones, twos, threes and 
up to 12 to a packet. In addition, 
the contents of successive packets 
may vary and alternate. 

Manufacturers using the pack- 
age ship their products in bulk to 
the company here, where they are 
packed according to specifications 
and either returned to the manu- 
facturer, ready for consumer use, 
or are shipped directly to their 
final destination. 

Stevens officials maintain that 
the cost of the unit package com- 
pares favorably with bottling and 
conventional carton packaging, 
since crushing and glass breakage 
are practically eliminated. The 
unit package plan, they say, has 
already attracted producers of 
pharmaceuticals, cosmetics and 
food products because of its flexi- 
bility and adaptability to all kinds 
of products of different sizes and 
shapes. 

Leonard A. Wheeler, for the 
past 18 years designer of packages 
for nationally known products, 
heads the company’s’ package 
planning department. 


Five Day Buys Lynette 


Five Day Laboratories, a divi- 
sion of Associated Products, Inc., 
Chicago, has purchased Lynette 
Perfumes, Inc., New York manu- 
facturer of Blue Sapphire and 
Spellbound perfumes. The sales 


organizations of Five Day and 
Lynette will be merged into a na- 
tional sales staff of 25 under the 
direction of J. R. De Saxe, general 
manager of Five Day. 


PRINTING 


—WHITEHALL— 


2300 


N IMPOSING group of successful 
advertising executives find this 

a lucky number. It enables you to use 
a service consisting of ad-setting, en- 
graving, printing and creative ability 
—all under one roof... Specially 
trained men are always on their toes 
to serve you so well that you will come 
back again. We can lighten your bur- 
dens—and at the same time produce 
better and more profitable printing 
for you— ata saving of time, trouble 
and money. Phone Whitehall 2300. 


FAITHORN 


CORPORATION 


AD-SETTING - ENGRAVING + PRINTING 
400 N. RUSH ST., CHICAGO, WHitehal! 2300 


Edgeworth in Canada 


Edgeworth pipe tobacco, prod- 
uct of Larus & Brother Co., and 
distributed in Canada by John 
Stuart Sales, is being promoted by 
daily spot radio announcements 
in selected markets coast-to-coast 
in the dominion, through F. H. 
Hayhurst Company, Toronto. 


Violate Food & Drug Act 


Dwarfies Corporation, Council 
Bluffs, Ia., and John Oberdin, see- 
retary-treasurer, have been fined 


$400 for violation of the Food, 
Drug and Cosmetics Act in 
United States district court in 
Council Bluffs. They pleaded 
guilty to charges that vitamin tab- 
lets made by the firm did not 
contain specified vitamins and 
were not as advertised. 


Four Appoint Condon 


Condon Company, Tacoma, 
Wasn., has been appointed to 
handle the edverxtising of L. H. 
Eubank & Son, Inglewood, Cal., 
using business papers and direct 


mail; Kaakinen Fish Company, 
Westport, Wash., using class maga- 
zines and direct mail; Puget Pacific 
Planes, Tacoma, using newspapers 
and direct mail, and McPherson 
Mfg. Company, Tacoma, using 
business papers. 


Names Louis Victor 


Southwest Steel Rolling Mills, 
Los Angeles, has named Louis 
Victor, Hollywood, to handle a 
campaign for its rail steel fence 
posts. A circular for trade dis- 
tribution will open the campaign. 
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Cover Catholic 
Schools, Churches, 
and Institutions 


Freese eee 


35 W. WELLS ST. MILWAUKEE 3, wre. 


Mow than 3,500,000 
adive mindd, with incomes 16 


rated 
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Beginning with the October issue — on sale September 27— 


Curtis Publishing Company proudly takes over the national news- 


stand distribution of the No. 1 Sportsmen’s Magazine: Sports Afield. 


Your local Curtis representative—one of a large force of trained 
newsstand specialists—will help your magazine distributor give 
you the kind of service on Sports Afield that will mean more 


profits to you. 


Give Sports Afield out-front display! 
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‘46 Distribution 
Conference Begins 
in Boston Today 


Boston—Leaders in industrial, 
banking, research, publishing and 
other fields will speak today and 
tomorrow at the annual Boston 
Conference on Distribution, held at 
the Hotel Statler. 

B. Earl Puckett, president of 
Allied Stores Corporation, will dis- 
cuss “Dynamics of a Consumer 
Market” and Marvin Bower, part- 
ner of McKinsey & Co., will speak 
on “Too Little and Too Late in 
Distribution” at the opening ses- 
sion. 

At luncheon today, Joseph P. 
Spang Jr., president of Gillette 
Safety Razor Company, will pre- 
side, and speakers will include 
Winthrop W. Aldrich, chairman of 
the board of Chase National Bank, 
and Assistant Secretary of State 
Spruille Braden. 

Speaking this afternoon will be 
A. C. Nielsen, president of A. C. 


Nielsen Company; Allen B. Du- 
Mont, president of Allen B. Du- 
Mont Laboratories; James Parton, 
promotion manager of Time-Life 
International, and Donald Conn, 
executive vice-president of the 
Transportation Association of 
America. 

Tomorrow’s sessions will bring 
talks by N. M. Engle, director of 
the bureau of business research, 
University of Washington; W. S. 
Fowler, vice-president of Western 
Union Telegraph Company; Walter 
Mitchell Jr., assistant to the presi- 
dent of Dun & Bradstreet; Arthur 
Hays Sulzberger, publisher of the 
New York Times, and others. 


WMaAC Joins IBS 

Station WMAC at MacMurray 
College, Jacksonville, Ill., has been 
added to the Intercollegiate Broad- 
casting System, New York. The 
new station is staffed and man- 
aged by students, and broadcasts 
to the college community on a 
daily schedule, which includes 
popular and symphonic music, 
drama, news, discussions and pub- 
lic service features. 


ABC Adds 11 Members 


The Audit Bureau of Circula- 
tions has added the following to its 
membership: Sullivan, Stauffer, 
Colwell & Bayles, New York agen- 
cy; Lloyd, Chester & Dillingham, 
New York agency; Remington 
Rand, New York; Daily, Decatur, 
Ala.; Republican, Burlington, 
Kan.; Mesabi Daily News, Vir- 
ginia, Minn.; Canadian Aviation, 
Toronto; America, New York; Na- 
tional Horseman, Louisville; Elec- 
tronic Industries, New York, and 
Home Furnishings Merchandising, 
New York. 


Carter Joins Father 


Amon Carter Jr. has joined the 
business office of the Fort Worth 
Star-Telegram, published by his 
father. He will work under B. N. 
Honea, general manager. Recently 
he was elected a director and 
treasurer of Carter Publications. 


Hair Joins United 

Samuel C. Hair, previously with 
Borden Company’s advertising de- 
partment, has been appointed 
media advertising manager of 


United Airlines, Chicago. 


Agricultural Scoops 


“Shakespeare Comes 


York’s 


Advertising Age, October 14, 1946 


John Royal, NBC program director, was profiled in The New 
Yorker’s Sept. 28 issue. . . New York public relations counselor 
Lester B. Stone is exec. director of the Independent Citizens Com- 
mittee for the Election of Herbert H. Lehman to the U. S. Senate... 
Louis M. Cortese, ad mgr. and part owner of the Daily American, 
Rome, Italy, is in the U. S. combining an equipment-buying trip 
with a search for personnel for a new Rome ad agency to handle 
American advertisers in Italy-wide campaigns. He’s making his 
headquarters at the New York offices of Leonard Smith & Asso- 
ciates. .. 

Lord Beaverbrook, publisher of the London Daily Express, arrived 
in New York a couple of weeks ago enroute to his two Western 
Hemisphere homes—Newcastle, N. B., and Jamaica, B. W. I. He'll 
stay a month at each... Edward R. Murrow, CBS v.p. & director of 
public affairs, is one of a 100-man commission which will advise the 
American delegation to the United Nations Educational, Scientific 
and Cultural Organization. UNESCO will hold its first session in 
Paris next month... 

Daniel C. Kaufherr, v.p. of Irwin Vladimir & Co., will give a one- 
evening-a-week course in export advertising this fall at the College 
of the City of New York. .. And for the seventh consecutive year 
Charles E. Midgley Jr., CBS 
sales service mgr., is teaching 
“The Business Side of Radio” 
in New York University’s di- 
vision of general education. . 


Procter & Gamble’s director 
of radio, William Ramsey, 
played William Shakespeare on 
the Mutual Thursday night 
“Carrington Playhouse” Sept. 
27. The show, devoted to a 
satire on radio, was entitled 
to the 
Carrington Playhouse.” .. New 
Broadway Association 
gave Sidney Hollaender, pres. 
of the Ever Ready Label Corp., 


a testimonial luncheon at the 
Hotel Astor recently in recogni- 
tion of his efforts to induce nat’l 
advertisers to incorporate in 
their media some historical quo- 
tation in order to arouse “‘peace- 
consciousness” throughout the 
nation... 


STAHLMAN GETS A HAND—George 
C. Biggers, Atlanta Journal, chairman 
of the board, congratulates E. B. Stahl- 
man, Nashville Banner, new president 
of the Southern Newspaper Publishers 
Association, at the Biloxi convention. 


Merrill C. “Babe” Meigs, v.p. \ 
of the Hearst Corp., and former publisher of the Chicago American, 
received the Medal for Merit, recently, from Secretary of War Pat- 
terson for “exceptionally meritorious conduct . . . as chief of the 
aircraft sections of the National Defense Advisory Commission, 
Office of Production Management the War Production Board from 
November, 1940, to November, 1942, and as special adviser to the 
Secretary of War, then Under Secretary, from November, 1942, to 
December, 1945.” .. 

Paul Hoffman, pres. of the Studebaker Corp., and chairman of 
the CED, received the Gantt Memorial Gold Medal, awarded an- 
nually by the American Management Association, at the group’s 
conference on industrial relations in Boston Oct. 8... 

Ralph W. Kanna, manager of WONS, Hartford, has been ap- 
pointed radio adviser to St. Joseph’s College, West Hartford... 

Walter C. Sampson, gen’] mgr. and treas. of P. F. O’Keefe Adver- 
tising Agency, Boston, is retiring after 50 years in the ad business. 
This agency, incidentally, is credited with originating the slogan, 
“Say It with Flowers.” . . 

Robert McAndrews, ad and prom. mgr. of NBC’s western di- 
vision, has resumed his course in “Principles of Radio Advertising” 
at the University of California. He plans to use films on radio ad- 
vertising and television provided by the NAB, General Electric, 
RCA and Colonial Films. Other speakers from NBC include Frank 
Berend, Robert Howard, Don Honrath and Oscar Turner. Burt 
Oliver and Charles Stephenson of Foote, Cone & Belding will cover 
the agency side of radio advertising. . . 

James R. Wright, of the Fred Wright Company, business paper 
publishers’ representative in St. Louis, was the first ex-G. I. to re- 
ceive a free automobile from the government when a new Olds- 
mobile, specially equipped with controls adapted to his war in- 
juries, was delivered Sept. 18... 

Dr. Otto Bettmann, director of the Bettmann Archive, New York, 
is co-author, with Bellamy Partridge, of “As We Were,” a picture 
book dealing with everyday life in the good old days. Advertising 
and marketing are covered in the book, which will be published 
this month by Whittlesey House... 

George Wiswell, treas. of Chambers & Wiswell and pres. of the 
Boston Adclub, reports that 160 veterans have been placed in jobs 
since last November through the club’s personnel committee. . . 
Frank LaTourette, mgr. of news and special events for ABC’s west- 
ern div. and Station KGO, has been elected pres. of the San Fran- 
cisco Press Club... 

S. Sanford Model, former ad director of the Bronx Home News, 
is back in New York after an 11 months’ absence during which he 
spent five months at Miami Beach and then made a 26,000-mile 
automobile tour of the United States, Mexico and western Can- 
ada. . . Now numbered among the nonagenarians is Charles M. 
Palmer, owner of the News-Press and Gazette, St. Joseph, Mo., 
and charter member of the Associated Press. Mr. .Palmer observed 
his 90th birthday Oct. 3 at his Saranac Lake, N. Y., home, and 
planned a fishing trip later... 

WJZ farm news commentator Phil Alampi is circulating among 
Manhattan rental agents and adfolk in general a multigraphed 
appeal for a three-to-five room unfurnished apartment or house... 
Michael Altomari, who heads his own New York agency, is the 
father of a daughter, Grace Lucretia, his first child, born Sept. 27 
at Booth Memorial Hospital. . . 


Whatever happens of interest to farmers, it’s a hundred 
to one The Weekly Kansas City Star will get it first, 
print it first and deliver it first. 


In Washington, Jefferson City, Topeka, The Weekly Star 
has its own news bureaus. It has a corps of roving corre- 
spondents. It has arrangements with special writers alert 
to any item or happening that bears on agriculture. These 
observers watch all fronts—politics, markets, legislation, 
administrative directives, farm meetings. 


The Weekly Kansas City Star goes to press late Tuesday 
and is in the mail that night—more than 400,000 copies. 
The Weekly Star reaches 90% of its subscribers Wednes- 
day morning. That’s speed—thanks to fast reporting and 
a battery of high-speed newspaper presses such as no other 
farm paper in the Middle West enjoys. 


Ask your advertising agent 
if any other farm publication 
covers the Midwest so 


thoroughly, so cheaply. 


Che Weekly Kansas City Star. 


409,338 Paid-in-Advance Subscribers 
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Shows how easily you can im- 
part quality, distinction and 
extra selling power to your ad- 
vertising material. Contains 
full details on Stecher-Traung's 
exclusive FULL Color ‘Gang 
Run’’ Method. Write for your 
free copy. 


Original painting illustrated on previous page 
by Othello Michetti, Art Director, 
Stecher-Traung Lithograph Corporation, Western Division 


FUT (010K 


Litlegeey 


by STACRAR-WRAGNG 


_ tremendous difference between ordinary color 

reproduction and natural FULL Color lithography. 
That's why so many companies, seeking sparkling realism 
and finest craftsmanship in sales and advertising litera- 
ture, rely upon Stecher-Traung. They know, from experi- 
ence, that ‘‘FULL Color Lithography by Stecher-Traung”’ 
means extra selling power! 

For over 75 years, Stecher-Traung has led the way in 
fine color lithography. More and more of America’s lead- 
ing firms are utilizing the varied services offered, among 
them being Stecher-Traung’s exclusive FULL Color “‘Gang 
Run" Method that provides colorful folders, booklets, 
broadsides and other material at mass production economy. 

Learn more about this and other Stecher-Traung ser- 
vices. Send for your copy of the instructive book—‘‘The 
Selling Power of FULL Color.” 


SPA CLAR-WMRAGING 


LITHOGRAPH CORPORATION 


Rochester 7, N.Y. e San Francisco 11, Calif. 
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dvertising Age, October 14, 1946 


ANNIVERSARY — Lyman 
(left), Packard Motor Car Co. official 


W. Slack 


and guest speaker, watches Harold 
Hirth, president of the Milwaukee Sales 
Managers Association light candles on 
‘the group's 25th anniversary party cake. 


York, has been appointed adver- 


tising manager for the women’s 
wear lines of Cohama, a division 
of United Merchants & Manufac- 
turers, Inc., New York. 


Dri-Seal Names Gittins 


Bert S. Gittins, Advertising, Mil- 
waukee, has been appointed to 
handle the account of Dri-Seal 
Products, Milwaukee, manufac- 
turer of waterproofing material 
for wood, masonry and leather. 
Test campaigns using newspapers 
and radio are being planned. 


Jaques Appoints’ Lenth 

Dr. C. William Lenth, chemical 
-consultant, has been appointed 
director of research of Jaques 
Mfg. Company, Chicago, succeed- 
ing Dr. J. R. Chittick, who held 
the post for 30 years and will 
now serve as technical consultant. 


‘How to’ Manual 


Sent to Grocers 
for Clerks’ Use 


Cuicaco—A 96-page booklet, 
‘What Every Clerk Should Know,” 
has been prepared by the National 
Association of Retail Grocers for 
distribution to members’ employes. 

The booklet, based on recom- 
mendations by 14 manufacturing 
companies in and out of the 
food field, covers everything from 
whether girl clerks should chew 
gum on the job [they shouldn’t] 
to methods of computing prices. 

Written in simple language, the 
illustrated manual gives practical 
information on personal appear- 


ance and habits; how to lift, open 


and store heavy packages; how to 
display merchandise; how to design 
attractive displays and signs; how 
to read scales accurately, etc. 


Appoints Cunningham 
R. N. Cunningham has been ap- 
pointed European representative 
of Greyhound Lines, Cleveland. 
He is enroute to Paris to establish 
Greyhound agencies in major 
cities on the continent and in the 
British Isles, which will arrange 
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highway transportation in Amer- 
ica for Europeans. 


Opens Branch Offices 

Watts, Payne—Advertising, Tul- 
sa, has opened branch offices in 
Wichita, Kan., and Dallas. Don- 
ald Schall has been named in 
charge of the Wichita office and 
Burke Gilliam, vice-president of 
the agency before the war, has re- 
turned as manager of the Dallas 
office. 
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"Radio Is Yours’ 
Raps the Industry, 
Offers Remedies 


New YorK—In “Radio Is 
Yours,” 32-page pamphlet pub- 
lished by Public Affairs Commit- 
tee, Inc., Jerome H. Spingarn 
makes it clear that he and an 
undisclosed number of others do 
not care at all for the manner in 
which radio is being operated in 
the U. S. 

Throughout the symphony of 
dissatisfaction, Mr. Spingarn, 
writer and attorney formerly with 
the FCC, lists what the American 
people can do to improve the pro- 
grams they don’t like. 


Half Money’s Worth 


The public, he says, spends 
about $632,000,000 a year on radio 
including costs of sets, electricity 
and repairs. Advertisers spend 
about $397,000,000 annually on 
broadcasting. So, Mr. Spingarn 
reasons, for every dollar the pub- 
lic spends, it gets 50 cents worth 
of services. 

Among other things which Mr. 
Springarn criticizes are “middle” 
commercials, culture of soap 
operas, tendencies of some sta- 
tions to allow personal opinion to 
bias public issues, and newspaper 
ownership of radio stations. 

Persons or groups who are dis- 
satisfied with their local radio sta- 
tions can, Mr. Springarn declares, 
wield a weapon by asking the FCC 
to hold a hearing on the station’s 
application for renewal and by ap- 
pearing as witnesses. He also 
strongly recommends use of the 
FCC Blue Book as a basis upon 
which future stations will be al- 
lowed to function. 

Mr. Spingarn ends up his book- 
let with suggestions for outside 
reading which include “Public 
Service Responsibility of Broad- 
cast Licensees,” a report by the 
FCC, and “The Hucksters” by 
Frederic Wakeman. 


Air-Way Promotes Hart 


William D. Hart, who joined 
Air-Way Electric Products Com- 
pany, Toledo, 19 years ago, has 
been appointed sales manager of 
the company, manufacturer of 
household vacuum cleaners, as the 
first move in an expanded manu- 
facturing and merchandising pro- 
gram. 


WELI's Power Boosted 


FCC has granted a construction 
permit to Station WELI, ABC af- 
filiate in New Haven, to boost its 
nighttime power from 500 to 1,000 
watts. The station, which already 
operates on 1,000 watts daytime, 
expects to increase its nighttime 
output by Jan. 1. 


Mrs. Abel to Cohama 


Adele Abel, previously assistant 
account executive on the Cohama 
Fabrics account at Dorland Inter- 
national-Pettingell & Fenton, New 
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News 


Seven major “links” compose the mer- 
chandising “chain” in the textiles, domestics, men’s 
and boys’ wear industries. Seven interdependent segments . . . none of which 
can exist independently! 

The product you are advertising may actually be bought by retailers. . . 
or mills .. . or converters ... or any of the other seven “links”. But if you 
want to build.an acceptance for a brand ... your advertising must reach 
all seven simultaneously .. . for textile brands can be founded only on 
industry-wide acceptance. 

The newspaper that all seven read . . . every single business day .. . is 
DAILY NEWS RECORD. The RECORD covers the entire industry . . . 
from producer-to-retailer . . . with vital, executive caliber news. 


FAIRCHILD PUBLICATIONS 
FAIRCHILD BUILOING—NEW YORK 3, N. Y. 
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DAILY NEWS RECORD - WOMEN'S WEAR DAILY ~ RETAILING HOME FURNISHINGS - MEN'S WEAR - FOOTWEAR NEWS - FAIRCHILD INTERNATIONAL - FAIRCHILD TRADE DIRECTORIES 
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‘Big Three’ in Field 
Get Set for Record 
Volume of Business 


So use all four 
if you can BUT.. 


Nation’s Business 


ALONE IS NOW READ BY 
HALF OF THE MILLION 
WHO BUY IN BILLIONS! 


NEw YorK—The postwar return 
of sampling, coupon and circular 
distribution, postponed by short- 
ages of labor and other materials, 
will double and perhaps treble the 
billings of the three principal na- 
tional distributing companies next 
year, a survey by AA discloses. 

Thus far, merchandise shortages 
have prevented large sampling 
operations, but indications of what 
lies ahead can be gleaned from 
the number of advertisers who 
have already launched sampling 
efforts on a test-market basis. 


*516 298 Executive 
Subscribers ~ 
All Paid 


Advertising Distributors of 
America, New York, claims about 
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SO UTH JERS EY. .. a market within a market! 


The trading area comprised of Camden, Burlington, Gloucester and Salem counties in New Jersey is a big frog in a big pond. . . 


America’s 3rd market! It contains a community-centered population of nearly a half million residents with an effective buying income 
of $496,315,000.* 


This rich market is dominated by the Camden Courier-Post . . . the only newspaper that gives complete coverage of local Camden and 
South Jersey news. 


And because people are vitally interested in things and events close at hand, the Courier-Post is the reading choice of 2 out of every 
3 Camden-area families and its circulation in Camden County . . . the most densely populated area in South Jersey . . . is MORE THAN 
ALL THE PHILADELPHIA DAILIES COMBINED! 


No wonder that in 1943 (before newsprint rationing) and again in 1944 and in 1945, the Courier-Post carried more general display 
advertising than appeared in such leading metropolitan dailies as the New York Journal-American, Chicago Sun, Detroit Free-Press, Cleveland 
Plain Dealer and Pittsburgh Post-Gazette.t 


* Sales Management Survey of Buying Power 1946 + Media Records 


For a comprehensive analysis of newspaper coverage in the Philadelphia trading area, write the 
Advertising Department, Camden Courier-Post, Camden, N. J. for a copy of Three Star Market, 


CAMDEN COURIER-POST 


REACHES 6 OUT OF 7 HOMES IN PROSPEROUS CAMDEN COUNTY! 


GEORGE A. McDEVITT COMPANY 


National Advertising Representatives 


NEW YORK PHILADELPHIA 


CHICAGO DETROIT CLEVELAND 


Advertising Age, October. 14, 1946 


Sampling and CouponBoom 
Awaits End of Shortages 


$4,006,000 in billings. Western 
Union, resuming bulk distribution 
on a limited basis only, expects to 
bill about $250,000 this year. Reu- 
ben H. Donnelley Corporation, 
Chicago, will not reveal its present 
billings but reportedly is set to 
handle enough business — if it is 
available—next year to reach its 
prewar peak of something like 
$5,000,000 in billings. 

Costs of the average sampling 
or coupon distribution have just 
about doubled since 1940, AA 
found, and in special cases have 
increased as much as 400%. 


Big Jobs Still to Come 


Despite this fact, an increasing 
number of advertisers are using 
distribution services almost as 
rapidly as they can prepare for 
them. The large soap and break- 
fast food companies, however, 
have not yet come back into this 
activity because of shortage of 
materials. 

To the advertisers the distribu- 
tion companies offer a national 
organization and a pool of coordi- 
nated, low-cost manpower to per- 
form a host of services ranging 
from mass distribution of circulars 
to a complete sales and merchan- 
dising job. 

ADA, organized 15 years ago as 
an outgrowth of a distributors’ as- 
sociation, has 360 offices located in 
key cities, 30 directly owned by 
the member companies and others 
under franchise to local distribu- 
tors. According to C. R. Bains, 
chairman, it can cover about 20,- 
000,000 homes and has used as 
many as 8,000 men on a single job. 


Started on Phone Books 


Donnelley, which entered the 
field after establishing its force for 
distributing telephone books 
throughout the nation, handles the 
sampling, coupon and distribution 
work out of four principal offices 
in Chicago, New York, Boston and 
Philadelphia. From these points 
it sends out its own crews and 
supervisors or works through local 
distributors. 

Donnelley maintains rigid speci- 
fications for work farmed out to 
local companies, whose operations 
for Donnelley are frequently sup- 
ervised by Donnelley men. In 
some cases, Donnelley uses ADA 
members, which are independent 
distributors. 

The company holds itself out to 
distribute product samples any- 
where in the U. S. 


W U to Revise Operation 


Western Union Telegraph Com- 
pany, before it suspended bulk 
distribution in 1942, had 2,600 of- 
fices and covered 5,149 localities 
accounting for 98.9% of the urban 
population in communities down 
to 2,500 population, according to 
A. Gleichmann, assistant to the 
vice-president, who heads this 
part of the WU operation. In about 
80 division offices, the bulk of dis- 
tribution work was large enough 
to warrant separate storage and 
working space; in the others the 
local telegraph office was used. 

Western Union had about 3,000 


LUNCHEON DINNER 
COCKTAIL BAR 
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carriers and 500 crew supervisors 
continuously employed in bulk 
distribution at that time. Until 
early next year, however, the 
company is only handling limited 
jobs in certain areas, pending a 
revision and revival of the full- 
scale bulk distribution operation. 
All three organizations offer a 
number of services, and prices 
vary according to the quantity, 
weight, value and pattern of dis- 
tribution of the material. 


Many Methods Used 


Distribution of samples, coupons 
and circulars is divided into sev- 
eral general categories—‘hand-to- 
hand,” usually on street corners or 
at the entrances to office buildings, 
factories, etc.; “straight leave,” in 
which the material is wedged into 
the door-jamb or under the door; 
“leave and ring,” in which the 
doorbell is rung to attract the at- 
tention of the householder; “ring, 
wait and hand-in,” in which no 
material is left unless the door is 
answered (a sales phrase to be 
recited by the carrier is sometimes 
covered by this service); “ring, 
wait and leave,” in which the car- 
rier leaves the material if there is 
no answer; and many variants ac- 
cording to the individual com- 
pany’s specifications. 

ADA’s prices for national dis- 
tribution of circulars or other 
materials which have no intrinsic 
value average from $9 to $10 a 
thousand. Ring, wait and hand- 
in service would cost about $12.50 
to $25 a thousand, and ring and 
leave from $12 to $15 a thousand. 

Western Union has not yet de- 
termined its new price scale. Its 
prices in 1940 for ring, wait and 
hand-in were $15 to $20 a thou- 
sand; for ring, wait and leave, $10 
to $15 a thousand; and for straight 
leave, $6 to $8 a thousand. Don- 
nelley prices are usually somewhat 
higher than the other two. 


Offer Research Work 

The three companies’ services 
are being used for introduction of 
new products, boosting sales of 
established products, merchandis- 
ing, installation of window dis- 
plays, and even conducting sur- 
veys in conjunction with tests 
(Fact Finders Associates, New 
York market research organiza- 
tion, was an outgrowth of ADA). 

ADA has done sampling or cou- 
pon distribution recently for Col- 
gate - Palmolive - Peet, General 
Foods, Standard Brands and See- 
man Brothers. J. A. Wright & Co., 


70.547 


Of America’s Teachers 
POST ADS 
IN CLASSROOMS!* 


*This fact, learned in a recent survey, 
points out the tremendous selling poten- 
tialities of State Teachers Magazines. 
Twenty-five million students respect 
teachers and look to them for guidance 
. .. remember what teacher says or posts 
on the bulletin board ; thereby, spending 
habits in America’s homes are affected. 

State Teachers Magazines reach a 
larger number of America’s teachers 
than any other publication in the field— 
710,161. Because of editorial matter 
dealing directly with teachers’ problems 
—talking their language—ads carry 
weight and are convincing. 

Fordetails, write : State Teachers Maga- 
zines, 307 N. Michigan Ave., Chicago 1. 


Georgia C. Rawson, Manager 
Reaching America’s Most Influential Market 


State Teachers 

oa MAGAZINES ~ 
710,000 Subscribers 
An association of 43 state teachers magazines 


Detroit, has been sampling Sing 
washing powder. ADA has also 
recently distributed samples of 
Calox tooth powder, Bab-O, Bak- 
ers cocoa, and other products 
which the manufacturers wish to 
keep confidential. 

A continuing ADA job is the 
distribution of 3,400,000 tabloid 
newspapers for Liggetts drug 
stores. The organization has a 
total of seven distributions sched- 
uled for this year and 10 in 1947. 


Handling Cola Account 


Western Union has not under- 
taken any direct-to-consumer dis- 
tributions since 1943, except in 
very limited localities. One con- 
tinuing job is a distribution check 
and company laboratory check for 
General Mills. The most recent 
one, on Cheerios, was conducted 


in 12 cities at a time. WU mes- 
sengers were sent to stores to pur- 
chase Cherrios. The packages 
were then brought back, purchase 
or non-purchase recorded, and 
the packages and reports returned 
to General Mills. 

WU is doing the same kind of 
job for a cola company, except 
that the company furnishes the 
containers for returning the bot- 
tles. It has also conducted a tele- 
phone check for a pharmaceutical 
house to bring its address list up 
to date, installed displays and win- 
dow decals for various companies, 
and is now delivering 3 oz. en- 
velopes with a telegram to deal- 
ers in 500 cities for a plastic man- 
ufacturer. 

ADA offers, in addition to mass 
sample, coupon and circular dis- 
tribution, a service which amounts 


to providing a manufacturer with 
an auxiliary sales force to call 
on dealers, deliver merchandise, 
install window displays, take or- 
ders, merchandise an advertising 
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campaign, conduct dealer inven- 
tories, and check the effectiveness 
of advertising tests’ by collecting 
sales reports from dealers or in- 
ventorying dealers’ stocks peri- 


11 
E. DELAWARE 


540 
PN, N. MICHIGAN 
sy 185 
_ N. WABASH 
410 


N. MICHIGAN 


IN GREATER BOSTON... 


The people who sell merchandise 


join the people who buy 


in praising WCOP’s 


new 3000-watts power 


From all over the Greater Boston area — from Ipswich to Mansfield and 
from Cohasset to Wellesley —letters have poured in congratulating WCOP 


on the range and clearness of our new 5000-watt signal. 


Gist of the dealer comments: “Your station is covering this area 100% 
... have been getting your monthly magazine SPOTLIGHT, and find it very 


helpful ... | have been more than pleased with the WCOP Window Display 


that you installed for me... congratulations on your increase in power.” 


Gist of the customer comments: “The reception is fine and clear... 
all programs come through splendidly . . . the Louis-Conn fight came in 


loud and clear... you won a great many new friends along the North Shore 


last evening ... the reception from WCOP is now perfect.” 


You can “air your advertising” to these enthusiastic listeners in Greater 
Boston, America’s third richest market of 3,000,000 population ...and 
we'll help you move your product through the dealers who have been so 


favorably impressed with WCOP’s new power and live merchandising service. 


Rates and availabilities from any Katz office. 


KK 
\ 


\ 
\ 


\ 
\ 


A Cowles Station 
Exclusive American Broadcasting Company Outlet in Boston 
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odically. ADA now distributes 
telephone books (formerly an ex- 
clusive Donnelley job) in Con- 
necticut, Georgia, Florida, the 
Carolinas and Tennessee. 
Donnelley’s operations are cer- 
tainly as varied as those of its 


chief competitors. Its distribution 
and sampling work comes under 
the merchandising division and is 
separated from Donnelley’s vast 
direct mail business. 

Donnelley also publishes classi- 
fied telephone directories in many 


_—————————_— . — 


Th. Soe 


BEAUTY 


_ Also publishers of DRUG AND COSMETIC INDUSTRY _ 


of the finest perfume 


each month 


and cosmetic advertising : 


FASHION 


a 


cities and publishes trade journals, 
including Ice Cream Trade Jour- 
nal and Starchroom Laundry 
Journal. T. E. Donnelley, chair- 
man of the board, is also chairman 
of R. R. Donnelley & Sons Com- 
pany, printing house. 

Donnelley has expanded its mer- 
chandising work to provide a sales 
force for manufacturers who seek 
retail dealer contacts. In some 
markets it supplies specialized 
sales forces to make one-time or 
periodic dealer contacts, whether 
the manufacturer wants merely 
informative calls, checking con- 
sumer preference, or placement of 
point-of-sale advertising. It offers 
to demonstrate products in stores; 
do sampling or couponing to 
homes, schools, offices, and fac- 
tories. 

Western Union’s new service 
will offer some of these services 
as well as its telephone list check- 
ing and a revival of two prewar 
services. The first of these, a 


dealer-inquiry service, will fur- 
nish the name of the nearest 
dealer to anyone inquiring in re- 
sponse to an advertisement. If 
undertaken at all, however, it will 
probably be limited to magazine 
advertising and to cities of more 
than 5,000 only. 


Will ‘Rate’ Radio Shows 


The second is a radio program- 
checking service similar to the 
telephone-coincidental method of 
C. E. Hooper, Inc., except that WU 
will offer national coverage where 
Hooperatings use 32 cities. WU, 
however, will not tabulate returns, 
leaving this operation to the 
agency or advertiser. 

Western Union stresses in its 
service the value of the com- 
pany’s uniform and the entrees 
open to Western Union messen- 
gers, as well as the service of a 
telegram with each piece of litera- 
ture or sample as an attention- 
getting device. It aims at recruit- 


Dr. Daniel Starch analyzes 


the Great Unknown...the Man Who Reads the Pulps 


No more guessing about the man who reads the pulps. You 


know that he is an omnivorous reader, but chances are you 
don’t know where he lives, how he lives, how much he makes, 
how much he spends, what his brand preferences are. 

Based on a nation-wide personal interview survey among 
readers of the THRILLING GROUP, Dr. Starch’s report gives you 
a clear-cut picture of this mass market — a market of more 
than 2,000,000* men. Here’s specific information, factual 
information, invaluable information, about the man who reads 
the pulps. This survey was completed in 1946. 

Be sure to see complete Starch report on THRILLING GROUP 


readers. It's a must for space buyers, account executives, 


advertising managers. Let’s arrange a convenient meeting. 


*ABC 2,385,055 


PHONE, WRITE OR WIRE THRILLING FICTION GROUP 


10 E. 40th ST., NEW YOK 16 


Advertising Age, October 14, 1946 


ing its personnel mostly from the 
16 to 18 year age groups, with 
older supervisors, and trained by 
the company. For some jobs, it 
uses after-school labor, and may 
also add women carriers for spe- 
cial jobs. 

ADA, on the other hand, em- 
phasizes the fact that it uses no 
boys, and that its policy of en- 
couraging its members and fran- 
chise-holders to go after local jobs 
to keep their personnel working 
full-time develops a high caliber 
of carriers. In many cities, ADA 
carriers are unionized by the Bill- 
posters Union (CIO), and wage 
scales and employment conditions 
are set by union regulation. 
(Western Union carriers are in 
the telegraphers union.) 


New Movie Adv. Bureau 
Names Hixson-O’Donnell 


Movie Advertising Bureau, with 
eastern offices at 70 E. 45 St., New 
York, and midwestern offices at 
333 N. Michigan Ave., Chicago, has 
been formed by United Film Serv- 
ice, Inc., and Motion Picture Ad- 
vertising Service Company. These 
companies formerly operated 
jointly for national advertising ac- 
counts under the name, “United- 
MPA.” The bureau will provide 
information on the use of spot 
movie advertising in theatres, and 
will advise on market selection 
and film distribution. 

The bureau has appointed Hix- 
son-O’Donnell Advertising, Inc., 
New York, to handle the forth- 


coming advertising, to appear in‘ 


national consumer and _ business 
publications. Basic copy theme 
will emphasize results to be ob- 
tained from a $10,000-$12,000 trial 
of the medium. United Film Serv- 
ice maintains headquarters in 
Kansas City, Mo., and branch of- 
fices in Chicago and Cleveland. 
Motion Picture Advertising Serv- 
ice headquarters are in New York, 
with outlets in New Orleans, At- 
lanta, Birmingham and Memphis. 


Pencil Firm Shifts 5 


Joseph S. Reckford, president of 
the American Lead Pencil Com- 
pany, Hoboken, N. J., has as- 
sumed active direction of the com- 
pany’s sales policy because of the 
resignation of Charles Wadsworth. 
Charles P. Schoen has been named 
in charge of fountain pen sales, 
and William D. Hacker, recently 
released from the Army, and for- 
mer manager of foreign sales, has 
been appointed head of wood pen- 
cil sales. John McCullough Jr. 
has been named export manager 
and Lee C. Paddock, field man- 
ager. 


WATCH ST. PETERSBURG 
GROW! 


Its population (now 85,184) in- 
creased 42% since 1940. Its bank 
deposits increased 375%. Its re- 
tail sales are growing, too, and ad- 
vertised products lead the parade. 
The Tampa-St. Petersburg Market 
is one of the best in the South — 
and St. Petersburg is 40% of it, 
reached only through its own daily 
newspapers. No outside newspa- 
per has as much as 400 average 
daily circulation here. 


ST, PETERSBURG, FLORIDA 
— TIMES (M & S) and ~ 
INDEPENDENT (E) 


Reoresented mationolly b 


Theis & Simpson Co., Inc. 


In Florida By V. J. Obernour, dr, Jachsorneil! 
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Denver Paper Uses 

Extra Newsprint 

tor Strange Ad 
DENVER — Something new in 


newspaper advertising format was 
tried out here recently when H. W. 
Hailey, business manager of the 
Rocky Mountain News, morning 
tabloid, discovered a batch of odd- 
size newsprint rolls. 

The rolls measured 17% inches, 
permitting a 2% inch plusage 
which the newspaper decided was 
too valuable to trim and throw 
away. So it sold the space in the 
Sept. 18 issue to a local retailer, 
the Denver Dry Goods Company, 
in the form of a five-column, 28- 
line, four-page tip-in. 

Handling of the 2% inch strip 
presented no difficulties from a 
mechanical standpoint. It was 
printed along with the normal 
tabloid page, then slit and folded 
in normal fashion, with the elec- 
tric charge holding the strip at the 
top of the page. 


Second Ad Available 


The Denver store used reverse 
plates to advertise Nu-Tone door 
chimes, 32-piece pottery dinner 
sets, Emerson table radios and 
Cannon towels, and to call atten- 
tion to its retail advertising in the 
regular pages of the Rocky Moun- 
tain News. The store was billed 
for the space on the basis of four 
pages, two columns, at the regular 
contract rates. The supply of odd- 
size rolls will permit one more in- 
sertion, in addition to the Denver 
store’s, and the space is being 
made available to regular adver- 
tisers, ex quota. 

Hailey reported a variety of re- 
actions to the unorthodox adver- 
tisement, including one from a 
Denver housewife who complained 
that her husband must have torn 


FOOTBALL BANTER—Harold Greist, left, vice-president of Hicks & Greist 

agency; Alex M. Lewyt, president of Lewyt Corp., and Connie Desmond, WHN 

sports announcer, swap views after the New York Herald Tribune Fresh Air Fund 

football game between the New York Giants and Green Bay Packers. The game 

was broadcast under the sponsorship of Lewyt's radio and television consumer 
division, the company's first venture into radio advertising. 


something out of the paper and, 
with proper wifely curiosity, she 
wanted to know what. 


| Stromberg-Carlson 


Adds Erie Plant 


Stromberg -Carlson Company, 
Rochester radio manufacturer, has 
leased the five-story Mayer Block 
in Erie, Pa., as an additional pro- 
duction center for table model 
radios and “undisclosed new prod- 
ucts.” 

Increased output of FM radio- 
phonographs and community dial 
exchange telephones will result, 
Dr. Ray H. Manson, president, 
said. He added that about 90% 
of the S-C floor model sets now 
are being equipped with two- 
band, push-button FM. 


Dowd Names Thomson 


Herbert F. Thomson, recently 
released from the Army air forces, 
has been appointed director of the 
creative department of Dowd Ad- 
vertising Agency, Boston, succeed- 


ing Col. Earle W. Lancaster, vice- 
president, who has been appointed 
head of all client service. Before 


‘|the war, Mr. Thomson was associ- 


ated with Fuller & Smith & Ross; 
Batten, Barton, Durstine & Osborn 
and E. S. Edwards Advertising, 
Dallas. 


Agency Reorganized 

H. L. Mihic & Co., New York, 
has been formed to succeed the 
advertising agency partnership of 
Mihic & Smallen, which has been 
dissolved, effective Sept. 30. The 
company will be located at the 
same address, 16 W. 55 St. Edwin 
B. Grauer Jr., formerly art di- 
rector of Lawrence Boles Hicks, 
Inc., and prior to that with Benton 
& Bowles, has joined the company 
as art director. 


Handy Names Quillen 


Nate Quillen has been appointed 
distributor of Jam Handy Organi- 
zation’s school film products in 
eastern and southern Ohio, with 
headquarters in the Dayton office. 


To Keelor & Stites 


Keelor & Stites Company, Cin- 
cinnati, has been appointed as ad- 
vertising counselor for a special 
committee of the Cincinnati and 
northern Kentucky retail meat 
dealers and grocers, the meat 
packers and other divisions of the 
food group of this section. The 
campaign being planned will ex- 
plain to consumers in the area the 
facts behind the meat shortage. 


Gets Insurance Account 
Bankers Life & Casualty Insur- 
ance Company, Chicago, has ap- 
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pointed H. M. Gross Company, 
Chicago, to handle its advertising. 


Newspapers will be used. J. 
Archer Kiss, author of “It’s All in 
Your Mind,’ has joined the 


agency’s merchandising and copy 
staff. 


Names Eastern Manager 


Saul Silverman, New York rep- 
resentative of The Californian, 
California Stylist and California 
Apparel News, has been appointed 
eastern advertising manager, with 
headquarters at 1450 Broadway, 
New York. 


till King- 


wealN TEXAS! 


Old King Cotton is still firmly implanted upon his’ 
throne in Texas . . . an individual, hale and hearty, 
growing stronger by the day. And his subjects are 
prospering under his mighty reign. Yes, the price 


National Representatives .... 


of cotton is at a 23-year peak 


...and so are the for- 


tunes of seven million Texans who share in the 
wealth of this great state. 


Tell it to a Texan..... 
and You Tell it to a : Baal 


THE WACO NEWS. 
THE WACO TIMES. 


TRIBUNE 
-HERALD 


THE WACO SUNDAY TRIBUNE-HERALD 


“In the heart of Texas’ Greatest Agriculture Area” 


Burke-Kuipers and Mahoney 


advertiser’s message...and gets results. 


goes out on the air. 


America’s second market. 


*CBS Listening Area Study, 7th Series 


makes every minute count 


WBBM Showmanshippers seek to make every minute count. And 
they do! Every origination has that deliberate touch of showman- 
ship that attracts and holds listeners...gives effective impact to the 


With an open door to up-and-coming talent, and an open mind to 
fresh program ideas, WBBM has developed a program staff of writers, 
producers, musicians, singers, actors with a flair for showmanship, 
and with an eagerness to make every minute of air time worth listen- 
ing to. Showmanship is planned...written into the script...arranged 
into the music... polished in the control room... perfected in re- 
hearsal...and thoroughly integrated into the finished product that 


This passion for perfection pays off in listenership throughout a 
five-state market of more than two million radio homes.* It has made 
WBBM the most sponsored station in Chicago for twenty consecu- 
tive years. Get in touch with us or the nearest Radio Sales office for 
details on the many WBBM-built shows 
that can build your sales volume in 


WBBM 


Columbia Owned « 50,000 watts « 780 ke 


Chicago’s Showmanship Station 


( Represented by Radio Sales, the Spot Broadcasting Division of CBS 
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Husked, Packaged 
Corn Gets 5-to-1 
Okay in Ohio Test 


CoLumBus—Sweet corn, husked, 
wrapped in cellophane and refrig- 
erated, outsold other corn five-to- 
one, despite a seven-cent per dozen 
premium price, in tests conducted 
here by the Ohio Agricultural Ex- 
periment Station. 

The test, reported by Prof. 
Charles W. Hauck of Ohio State 
University, was another in a series 
sponsored jointly by the univer- 
sity, the station and Great Atlantic 
& Pacific Tea Company. The lat- 
ter pays $5,000 a year to the so- 
called “Columbus’ experiment,” 
which is devoted to problems of 
waste and spoilage in retailing of 
fresh vegetables (AA, May 20). 

Prof. Hauck reported that the 
packaged corn retains its succu- 
lence five days, ‘while corn husks 
not refrigerated became unpalat- 
able in one to two days.” Refrig- 
eration consisted of storing sealed 
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A BABY’S BEST FRIEND 
1S BILL STULLA 


Bill Stulla, the merry emcee on 
KFI’s participating program, 
“LApDIEs Day, has a genius for in- 
augurating promotions that go 
straight to the hearts of his women 
listeners (and believe us, said 
women are present in large num- 
bers). When the papers recently 
carried the story about the mother 
in Philadelphia who had a set of 
triplets last year and a set of twins 
a few weeks ago, Bill got an idea. 
With the aid of a Calculator and a 
baby book, he figured that this 
brood of infants would require 240 
diapers per week. 


AN OLD ANGLE 
WITH A NEW TWIST 


Sure, you can guess it. Stulla is ask- 
ing listeners to send diapers for this 
prolific family to “LADIES DAY” to 
be forwarded to the city of brother- 
ly love. It’s a known fact that diap- 
ers are just about as hard to obtain 
as nylons so what could be greater 
proof of the pulling-power of this 
program than the fact that over 500 
new diapers came in on three heart- 
rending pitches from Bill. If you're 
atimebuyer looking for a good par- 
ticipating deal in America’s third 
market, you don’t have to look be- 
yond “LADIES DAy’’ Stulla and 
supporting cast are doing a whale 
of a business from Monday thru 
Friday at 9:15 a.m. The details 
about this program are available at 
KFI Sales or Edward Petry Co. 


a -=— a ed 
eee - -—=— 


CLEAR CHANNEL 


osiue MAI 


Sorte ©. Grafting. Ine. 
NBC tor tos ancetes 


Represented Nationally by Edword Petry and Company, Inc 


packages of the corn in a refrig- 
erated room at 40 degrees fahren- 
heit and, after shipment to retail- 
ers, 43-degree refrigeration in 
showcases. 

About 6% of the original amount 
of corn shipped to warehouses was 
discarded, compared with from 
10 to 20% shrinkage usually oc- 
curring with regular bulk corn 
after arrival in stores. In addition, 
Mr. Hauck said, the prepackaged 
“corn usually remained salable 
long enough to enable the re- 
tailer to dispose of it without re- 
ducing his price.” 


Resumes Women’s Page 

Recorder - Gazette, Greenfield, 
Mass., has resumed publication of 
its weekly women’s page, which 
was discontinued more than four 
years ago. 


‘Health’ Ups Ad Rates 


Effective with the Jan. 1, 1947, 
issue, Health, published by Health 
League of Canada, Toronto, will 
increase its basic page rate from 
$100 to $225, with a new page 
size of 104x13% inches. 


Printup Joins Carney 

John Printup, for the past 10 
years on the advertising staff of 
Station WISN, Milwaukee, has 
joined the William G. Carney Ad- 
vertising Agency, Milwaukee, as 
director of its radio division. 


Rambeau Appointed 


William G. Rambeau Company 
has been appointed national rep- 
resentative of Station WHBC, Mu- 
tual affiliate in Canton, O., and 
Station WPAY, CBS outlet in 
Portsmouth, O. 


Politics Needs 
More Admen, 
Speaker Says 


GRAND Rapips, Mico. — What 
politics needs at this point is more 
advertising men to swell its ranks 
and sell its purposes. William H. 
Fetridge, vice-president of Popular 
Mechanics Magazine, Chicago, told 
the Advertising Club of Grand 
Rapids recently that despite rela- 
tively high presentation in poli- 
tical ranks by other types of busi- 
ness, advertising has almost none. 

While there is little that politics 
can offer to advertising men ex- 
cept satisfaction of the desire to 
serve their community, state or 


nation, one of the outstanding 
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needs of politics generally, he de- 
clared, is for the sales psychology 
used by successful advertising 
men. He pointed out the high 
capabilities of advertising men 
with regard to selling the public 
on campaign ideas, organizing 
workers to get out the vote, etc. 
“Something ought to be done 
about it,” he declared, pointing 
out that advertising men usually 
leave the political arena to the 
farmer, banker and_ insurance 
man. 

He told the group that at a time 
when some were apparently anxi- 
ous to change the country’s form 
of government, men with ability 
to sell projects are more in need 
than ever, and exhorted the group 
to contribute its collective abili- 
ties to maintain good government. 


more than 100,000 key men in 


metalworking are reading 


@ The products of the metalworking in- 
dustry may range from precision instruments 
to giant turbines, but the operations are com- 
mon to all of them. STEEL ties this group to- 
gether for you in one easy accessible unit and 


presents it to you every week. 


Because STEEL is a weekly, it has all the ad- 
vantages of being seen and read more fre- 
quently for its timely, authentic news. It’s 
your opportunity to cover your market not 
once, or a half dozen times, but fifty-two 
times a year in STEEL... . the paper that’s 


first with the men you want to sell. More and 


more, STEEL is the preferred paper on Metal- 


working schedules. 


Ke 


Building, Cleveland '3, O 
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MORE THAN 100,000 MEN RESPONSIBLE FOR MAKING PRODUCTS LIKE THESE, ARE READ 
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*- Adds CBC Outlets W elch Gra e Ju i ce intake of other necessary nutri-|be produced and directed by James 
ogy | “Take It Or Leave It,” spon- Pp tional elements with consequent|Sheldon, radio director of the 
sing | sored by Eversharp through the A rees to St injury to the health.” agency, and will be aired Sundays 
high peg ved and heard on the g op The stipulation concedes that ro ee Fee EST. Me “yo ~* 
men u network plus two Cana- |? - ‘ Welch’s grape juice in itself h P pdr wenighyllay4 = 
iblic ion stations, added 27 more CBC Lose Weight Ads no celia get onaty Briar nog static commentary on 184 ABC 
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ane letters WKAL. Expected to go of Welch’s ial ‘ Buy Mystery Show has joined Station WMCA, New 
on the air within a month, the ‘bl . ape juice makes it) «the more than 200 leading | Y°rk, as director of sales. Mr. 
station will be affiliated with Mu- yma € to lose weight without | capital-stock fire insurance com-|Bess headed his own advertising 
ime tual. ——- .__|panies who maintain the National |@8€"cy prior to joining WNEW. 
1xi- J ——— ning the ty nap J _— its|Board of Fire Underwriters,” the —— 
orm ackson A oint .P. agency have agree to include a|Mutual Broadcasting System has : 
lity Sane ts - coats ed in warning that significant reduction |announced, will sponsor a half-| WAA Appoints Lefton 
eed cuttin tale rf Cong ear ram. in weight calls for a strict diet and| hour mystery drama series over| Al Paul Lefton Company, Phila- 
oup wood - Shackelford Advertising |'@4uction of caloric intake “to an — Rape a stations of the/|delphia, has been appointed ad- 
ili- Amen tae dame Slextent that there is b F ual network starting Nov. 3.|vertising agency for the Phila- 
i gency, Los Angeles, has been ap is substantial 
reo cahahee Viee-<aeaaaines a A , The program, placed through /|delphia regional office of the War 
' p . nger of coincidentally reducing |MacFarland, Aveyard & Co., will| Assets Administration. 


Sales Management's 1946 re- 
tail sales and services forecasts 
have placed Akron at the top 
of the preferred cities in Ohio 
each month. 


Here are the figures. The first 
column, "City Index", shows 
how Akron's month compares 
with the same month of the 
year 1939. 110, for example, 
would forecast a 10% gain 
over the last normal and last 
official census year. The second 
column, "City National Index", 
relates Akron's change to the 
national change. Figures over 
100 indicate Akron's increase 
over the national average. The 
third column shows in millions 
of dollars the expected total 
of Retail Sales. 


1946 City City $ 
by months Index Nat'l. Millions 
. . 7 s 
Jan. 235.1 134.6 19.50 
Feb. 236.2 134.6 18.75 
Mar. 234.3 133.0 20.75 
April 236.1 131.0 22.00 
May 248.4 132.5 25.00 
June 246.2 129.2 26.00 
July 246.5 127.1 25.25 
Aug. 241.0 123.6 25.35 
Sept. 269.3 131.4 27.00 
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ARE READING s Teen EVERY WEEK! 
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Nash Promotes Boyd 


V. E. Boyd, who has been with 
Nash Motors division since 1937, 
and since May, 1944, sales office 
manager, has been appointed as- 
sistant to B. C. Anderson, assistant 
general sales manager. L. D. Mc- 
Cartney succeeds Mr. Boyd in the 
post of sales office manager. 


Grana Names Agency 


Grana Watch Corporation of 
America has appointed Kiesewet- 
ter, Wetterau & Baker, New York, 
as its agency. National magazines 
are being scheduled. 


Farm Owners Will 
Spend More, BAE 
Study Discloses 


WASHINGTON — Farm operators 
will be spending proportionately 
more money than other segments 
of the population in the coming 
months, the Federal Reserve Board 
believes, on the basis of the study 
of liquid asset holdings made by 
the Bureau of Agricultural Eco- 
nomics last spring. 


3) att 


...a must for your 


There are still millions of men in the 
armed forces; will be for years to come. 
These men, unlike those in active service 
during the war, have their wives and chil- 
dren with them; are supplying them with 
their everyday family needs through pur- 
chases made at Army PXs and Navy Ships 
Service Stores. 

Thesemilitary families buy only branded 
merchandise; are well up in the economic 
scale. (The lowest paid enlisted man in 
the Army enjoys compensation equalling 
that of a civilian receiving $342.86 a 
month.) 

In addition to these families there are 
the millions of veterans and their families 


a MARKEY 
CONTINUSE 


Peacetime Profits 


who are privileged to buy at the stores 
located in the various hospitals and other 
Veterans Administration installations. 
There are many other new and interest- 
ing phases of the “PX” market through 
which, 16 months after V-J Day, merchan- 
dise is flowing at the rate of billions of 
dollars a year. But it’s a longer story 
than can be told here. Also it’s too in- 
teresting and important to a sales man- 
ager to just highlight the facts. Why not 
drop us a line or call in our nearest rep- 
resentative and let him give you the com- 
plete picture of the peacetime PX. It's here 
to stay—to the lasting profit of every 
manufacturer of branded merchandise. 


.-- A Youthful Market With a Great Future 
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Main Office—292 Madison Ave., New York 17, N.Y. 
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In general, BAE found that 
there was little or no difference 
between farm operators and the 
population at large as far as in- 
dividual holdings of war bonds, 
savings accounts and other liquid 
assets are concerned. 

In both instances about three in 
ten spending units held $1 to $499 
in liquid assets, another three in 
ten held $500 to $1,999, and not 
quite two in ten held more than 
$2,000 of liquid assets. 


Similar to Other Groups 


Moreover, BAE found little dif- 
ference in the average amount 
held in any one type of liquid as- 
sets. Farm operators carried an 
average checking account balance 
equal to others with checking ac- 
counts. Also farm operators held 
savings accounts similar to other 
groups, though slightly smaller 
amounts of savings bonds. 

As producers, farmers made 
widespread use of checking ac- 
counts, more than half of them 
holding this type asset. A similar 


number had savings bonds. But 
only a sixth of them had savings 
accounts. 

When they were interviewed 
early in 1946, farmers reported 
plans for sizable outlays for auto- 
mobiles and other durable goods, 
farm machinery repair and con- 
struction of farm buildings and 
houses and farm land. 

About 6% of the farm operators 
had definite plans to buy automo- 
biles; another 3% had tentative 
plans. For consumer durables, 
22% had definite plans, and 7% 
tentative plans, proportions almost 
identical with the plans of the 
population as a whole, as revealed 
in a three-part liquid assets study 
released by BAE and Federal Re- 
serve last summer (AA, June 24, 
July 29, Aug. 26). 

Purchase of farm land accounts 
for roughly two fifths of the con- 
templated expenditures of farm 
operators. Farm machinery and 
consumer durables account for ap- 
proximately one fifth each. 

Liquid assets holdings of farm 
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operators, compared with entire 
U. S. population, are: 
£ £ 
ae = 
aoy Eas 
Sow 35 tw 
S36 “as 
Case S53 
Type of Assets Sas ws Ss 
U. S. discount bonds.. 57 63 
Other gov’t bonds.... 3 
Savings accounts .... 17 39 
Checking accounts.... 57 34 
ANY ONG GRBOE. 6c. ccc 78 76 
York Appoints Lambert 


John M. Lambert, who joined 
York Corporation in 1918, has been 
appointed manager of consumer 
sales. He will supervise all air 
conditioning and refrigeration sales 
made direct to users by the cor- 
poration’s district office organiza- 
tion in the U. S. 


Leaves ‘Herald-American’ 


Joseph F. Novy has resigned as 
manager of the marketing, mer- 
chandising and research depart- 
ment of the Chicago Herald-Amer- 
ican, effective Nov. 1. His future 
plans have not been announced. 


“sé 
I. condition upon 


which God hath given liberty to man is eternal vigilance; 


which condition if he break, servitude is at once the con- 


sequence of his crime, and the punishment of his guilt” 


—JOHN PHILPOT CURRAN 


have been producing dealer mats and plates for 
years. Pretty much routine, but counsel is often 
necessary on problems involving art treatment, 
screens, mat selection, patterns, patching originals, 
method of handling daily orders, etc. Our long 


experience qualifies us as proper counsel in these 


TELEPHONE HARRISON 3732 


ELECTROTYPERS » NICKELTYPERS * MATRICE MAKERS + STEREOTYPERS 


With the production of consumers goods under 
way, manufacturers are now considering the supply 


of advertising material to their dealers. « P and A 


matters—and thus ease the detail that may other- 
wise be at the advertiser's doorstep. When con- 


sidering the use of mats, will you phone us, please? 


PARTRIDGE & ANDERSON COMPANY 


712 FEDERAL ST., CHICAGO 5, ILLINOIS 
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Crawford, Acting 


“ 


, 


NPA Chief, Faces 
Difficult Tasks 


New York—Arch Crawford, 
now acting executive secretary of 
the National Publishers Associa- 
tion, inherits a difficult job—the 
job of implementing the Ehrlich 
report (AA, Sept. 23) which calls 
for boosting the membership of 
NPA from 133 members to 500, 
acquisition of the Magazine Ad- 
vertising Bureau’s research-pro- 
motion facilities, and a continuing 
study of magazines. 

Walter D. Fuller, president of 
Curtis Publishing Company and 
chairman of the NPA committee 
appointed to select an executive 
secretary, said in a letter to all 
NPA members: 

“T have offered to assign Arch 
Crawford ...as a temporary ap- 
pointment and to act as executive 
secretary during the emergency 
months ahead of us until we make 
a permanent selection to fill the 
job ... (the special committee) 
will remain in existence and from 
time to time . . . they will con- 
sider the possibilities in this con- 
nection... I... made this sug- 
gestion reluctantly ... feeling... 
it ‘looks like too much Curtis’ 
(Mr. Crawford is a veteran Curtis 
sales executive). . . I shall do 
my best to serve our association 
as a whole... Arch Crawford, I 
am sure... will follow a similar 
course.” 


Committee Heads Named 


Mr. Fuller’s letter also named 
chairmen of new committees, as 
follows: Finance, Arthur S. Moore, 
Hearst Magazines; general opera- 
tions, C. B. Larrabee, Printers’ 


Tein 


This advertisement is ad- 
dressed to advertisers who 
have manufacturing plants lo- 
cated in the cities listed be- 


low and their advertising 
agencies: 
ILLINOIS MICHIGAN 
Edwardsville Albion 
INDIANA ee 
Cadilloc 
Alexandria Cheboygan 
Bicknell Coldwater 
Bloomfield Dowagiac 
Bloomington Escanaba 
Columbia City Grand Haven 
Decatur Greenville 
Elwood Holland 
Frankfort lonia 
Greensburg Iron Mountain 
Huntington Manistee 
Jasper Marquette 
Linton Marshall 
Martinsville Midland 
Mt. Vernon Mt. Pleasant 
New Castle Niles 
Plymouth Petoskey 
Portland Sault Ste. Marie 
Rochester South Haven 
Rushville Sturgis 
— Three Rivers 
pencer Traverse City 
Union City ilanti 
en Ypsilanti 
Vincennes 
Washington MINNESOTA 
Winchester Moorhead 


If you desire to improve your 
Employee-Plant or Community- 
Plant Relations in these communi- 
ties perhaps we can help you. 


SCHEERER SERVICE 


35 E. Wacker Drive., 441 Lexington Ave., 


Chicago 1, New York 17, N. Y. 
Phone: State 7942 Ph. Murray Hill 2-2423 


Ink; production, Marvin Pierce, 
McCall Corporation; membership, 
Howard Ehrlich, McGraw-Hill; 
circulation and central registra- 
tion, Benjamin Allen, Curtis, and 
Fred Stone, Parents’ Magazine; 
Advertising Council, Albert E. 
Winger, Crowell-Collier; editorial, 
William L. Chenery, Collier’s, and 
publication, Philip Zach, Capper 
Publications. 

Also named were chairmen for 
survey projects, all of which were 
outlined in the Ehrlich report. The 


chairmen will summarize findings, 
and present them to the NPA 
screening board. The surveys and 
chairmen: Advertising agency re- 
lations, copy service and promo- 
tion, W. H. Eaton, American Home; 
research and statistics, Donald G. 
Shook, Look; public relations and 
education, Godfrey Hammond, 
Popular Science. 


Buck, Brown Join FC&B 


Gordon Buck, who, until re- 
cently, had his own market re- 


search firm in Chicago, has joined 
Foote, Cone & Belding, Chicago, 
as director of research. David 
Dunning Brown, formerly account 
executive of Dancer-Fitzgerald- 
Sample, has joined the agency in 
the same capacity. 


Zip Beverage to Kalom 


Zip Company, manufacturer of a 
carbonated lemon-lime drink, has 
appointed Kalom Company, Chi- 
cago, to handle its advertising. 
Wall signs and radio spots will 
be used. 


You get the presents when 


Child Life 


celebrates its 25th birthday! 


we 


Write today to find out how the big De- 
cember Anniversary Issue can help your 
Christmas merchandising! és 


1 E. 42nd St., N.Y. 17, N.Y. 


QUESTION 


I advertise monkey wrenches. If a woman reads one 
of my ads will she help me sell her husband a wrench? 


ANSWER 


Not unless she breaks her rolling pin. So why pay for 
women readers? The best reader-buy for makers of 
things men buy is men—not women. That’s why so 
many advertisers buy The American Legion Magazine 
—biggest all-man magazine in the world. All man, not 
half man—no women, no waste. It has a circulation 
of 2,000,000 men. And there are nearly 2,000,000 more 
on its waiting list— waiting for an ease-up in paper. 
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Parsons Joins McMurtrey 

Grace Parsons, formerly office 
manager of the Portland, Ore., of- 
fice of McCann-Erickson, has been 
appointed production manager of 
the Vivian McMurtrey Advertising 
Agency, Portland. 


Appoints Potter 

John Mason Potter, formerly 
with the Boston Globe, has been 
appointed vice-president and gen- 
eral manager of Robert Playfaire 
& Associates, Boston agency. 


Unsurpassed in Bex, 
i Quality at any Price “Sete 
A@iNO NEGATIVE CHARGE-NO EXTRAS OF ANY KIND BX: 
: 6 yze EA. in 100 Lots : 
F 5 EA. in 1000 Lots ‘ 
POST CARDS or 4°x5°s | 30°x40° 53.85 EA. | 
$22.00 per 1000 Lots | 20°x30" $2.50 EA. : 


24 HOUR SERVICE ON REQUEST 
_’THE PHOTOGRAPHER'S PHOTOGRAPHER” 
WRITE DEPT.9@ 4 


oprler 165 West 46m St. Be 


Photographers _ New Yor I9.NY 


WE DELIVER WHAT WE ADVERTISE" 


Cosmetic Makers 
Get FIC ‘Visit’ 
in Rule-Making 


New Trade Practice 
Code Expected to 
Follow Inquiry 


WASHINGTON—Synchronized vis- 
its by nearly three score investi- 
gators demonstrated to cosmetic 
manufacturers in all parts of the 
country last week that FTC does 
not intend to be snubbed when it 
invites business to come in and 
assist with trade practice rule- 
making. 

Working with D-Day precision, 
FTC agents knocked on the doors 
of the nation’s leading cosmetic 
manufacturers on the morning of 
Oct. 3, under instructions to re- 
port on discount and distributing 


practices of members 


of that 
highly competitive industry. 


In general the visits were 
friendly. The FTC people made 
no effort to inspect books, satisfy- 
ing themselves through interviews 
with company officials who were 
in a position to explain and pro- 
vide samples of current sales lit- 
erature. 


Trade Cooperation Urged 


Despite the dramatic overtones 
of the carefully coordinated visits, 
the investigation had not been un- 
expected. In fact, the trade had 
already been advised by its rep- 
resentatives here that the investi- 
gation was “in the works” and 
that it would be well to cooperate. 

Decision to study the highly 
complicated cosmetic industry, 
with the idea of writing a trade 
practice code eliminating illegal 
and unethical procedures, shades 
the first of FTC’s industry-wide 
studies, an investigation of house- 
hold dye advertising (AA, Sept. 2). 

This study, ordered late in 
August at the request of Park & 
Tilford, is drawing to a close, 


Southern Agriculturist is 
an important member of 
the family in prosperous 
farm homes throughout 


the South. 


Nashville @ Atlanta @ Los Angeles 


* Readership leadership 


@ New York ®@ 


Every issue since June ‘46 has exceeded 


1,000,000 net paid. 


Latest Publisher's 


Statement shows 1,012,185 for June—and 
for 6 months ending June 30, Southern 
Agriculturist leads all farm magazines in 


coverage of 15 Southern states. 


VISION... 
SCOPE... 
INFLUENCE... 


Who made the “new” 
South new? 


Farmers—energetic, suc- 
cessful farmers — the very 
men and their families who 
buy more than a million 
copies of Southern 
Agriculturist every month*. 


These forward-looking 
folks live and work 
throughout the South. 
Therefore Southern 
Agriculturist, edited to 
meet their needs—is edited 
on a South-wide basis. Be- 
cause its conception is 
South-wide, so is its appeal 

. and so are the influence 
and effectiveness Southern 
Agriculturist gives to your 
advertising. 


Chicago ® Detroit 
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STRANGE BEDFELLOWS—Representatives of four media—some of whom had 
not met before—greet each other genially before their respective talks at the 
recent meeting of the Association of National Advertisers in Atlantic City. Left 
to right: Philip Everest, National Association of Transportation Advertising; 
Alfred Stanford, Bureau of Advertising, ANPA; V. H. Pelz, Traffic Audit Bureau 
(outdoor advertising), and Hugh Feltis, Broadcast Measurement Bureau. Dr. 
Lyndon Brown, who told of magazine research plans, was not present at this time. 


After visiting the 16 members of 
the industry to collect samples of 
their advertising literature, FTC 
will decide whether to proceed 
with its complaint against adver- 
tising for Park & Tilford’s Tintex, 
or to broaden the case by issuing 
similar complaints against other 
firms. 


Code May Be Adopted 


Even if the household dye in- 
vestigation should result in addi- 
tional complaints, the commission 
will remain free to propose an 
industry-wide settlement based on 
a trade practice code outlawing 
the type of advertising claims 
which have resulted in the action 
against Park & Tilford. 

Under the program promoted by 
Commissioner Lowell B. Mason, 
the commission is “inviting” busi- 
ness men to agree on objectionable 
practices which they wish _ to 
eliminate from their industry. 

Once the rules have been 
adopted and approved by FTC, 
the commission promises prompt 
prosecution of firms which do not 
comply. 

In the household dye and cos- 
metic case, however, FTC is taking 
the initiative in digging up prac- 
tices which it feels the industry 
should eliminate. Under the law, 
the commission can proceed with 
prosecutions of each offending 
firm, or it can on its own initiative 
call a meeting of the industry to 
write a code dealing with the 
common infringements. 

Demonstrator services widely 
offered in the cosmetic industry 
have already resulted in a highly 


restrictive order against Elizabeth 
Arden. This firm, in unsuccess- 
fully appealing to the courts, con- 
tended that it was at a competitive 
disadvantage because its com- 
petitors remain free to continue 
the practice until individually 
prosecuted. 

Somewhat similar cases had al- 
ready been heard against Coty, 
Elmo, Primrose House, Hudnut, 
Bourjois and Charles of the Ritz, 
but decisions had been withheld 
pending completion of the court 
fight over the Elizabeth Arden 
order. 

Although data for the household 
dye and cosmetic industries may 
not be processed in time to per- 
mit trade practice conferences be- 
fore next year, the commission 
reportedly is already surveying 
three or four other industries 
which it considers “high priority 
offenders.”’ 


Globe Names Brisacher 


Brisacher, Van Norden & Staff, 
Los Angeles, has been appointed 
advertising counsel for Globe Bot- 
tling Company, bottler of Wilshire 
club soda and a line of flavored 
beverages. Fred W. Cornell, for- 
merly in the display advertising 
department of the Los Angeles 
Examiner, has joined the agency 
as production manager. 


Nathan Names Kelley 

Russell T. Kelley Ltd., Toronto, 
has been appointed to handle the 
Canadian advertising of S. Nathan 
& Co., New York. A campaign in 
business papers for Victoria pearls 
and genuine pearl necklaces is 
planned. 


2635 S. WABASH AVENUE 


Exclusive Display 


» in Fanill. a ne 


Display Designers & Manufacturers 
. en 


THE VERNON COMPANY 
NEWTON, IOWA 


SELLING 
TIME 


Designed and produced by us, 
this display has been used in 
better jewelry stores throughout 
the country for five years. It is 
still being used. 


Good design guarantees use of 
a store display year after year. 
Careful production assures con- 
tinued good appearance. 


We design and produce success- 
ful store displays for national 
advertisers in metal, wood, glass, 
mirror, plastic and wire. 


CHICAGO 16 


Sales Agents for 
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Hallmark Ads 
to Promote New 
Game Bird Cards 


Kansas Ciry—As the second 
major step in developing new 
markets for greeting cards, Hall 
Brothers, Inc., is launching a na- 
tional advertising campaign to in- 
troduce Hallmark Game _ Bird 
cards, first series of Yuletide greet- 
ing cards designed especially for 
men. 

The company started its plan 
of developing new markets last 
spring with the creation of Solid 
Senders, a new line of 24 cards 
for teen agers (AA, June 17) 
which subsequently built up teen 
traffic in stores and induced other 
manufacturers to bring out juve- 
nile lines. 

Keynote of the new campaign 
is a pair of paintings by Harry 
Anderson, magazine illustrator, 
designed to typify a series of out- 
door scenes reproduced in the 
Game Birds of America paintings 
done for Field & Stream by Lynn 
Bogue Hunt. The Game Bird 
cards have been given special 
packaging, with six different 
scenes of upland birds enclosed in 
a dubonnet cover, and six water 
bird scenes in royal blue. They 
retail at $1 per packet. 


Uses Four-Color Pages 


Four-color pages in fall issues 
of Esquire, Field & Stream and 
Outdoor Life, headlined ‘Now! 
Christmas cards that speak a man’s 
language!” will tell consumers 
that the new “Hallmark cards for 
him” are available in gift and 
department stores and at sta- 
tioners. The Hallmark show, on 
CBS, ‘“Reader’s Digest Radio Edi- 
tion,’ will devote a share of its 
time to commercials such as 
“Christmas cards to send to any 
man and for any man to send.” 

Extensive promotional material 
also has been prepared for deal- 
ers, including giant streamers, 
window streamers, door banners 
and counter cards, as well as 
newspaper mats using such slogans 
as “Christmas cards to set him 
dreaming” and “Christmas greet- 
ings with the tang of all out- 
doors.” 

Game Bird cards were given 
their first announcement on a 
special wrapper for more than 
6,000 copies of the July Reader’s 
Digest, sent to Hallmark dealers 
and friends. The trade also is be- 


Print it in 
the West 


FOR WESTERN 


DISTRIBUTION 


%& Los Angeles 


Flying us the copy, layouts, mats 
or plates saves time and money 
when you have anything to print 
on newsprint . . . black, color or 
process colors . . . fast, modern 
rotary presses. Our capacity is 
limited only by temporary paper 
restrictions. Samples and prices 
on request. 


Rodgers & 
McDonald 


Publishers, Inc. 
Rotary Printing Specialists 
2621 W. 54th Street 
Los Angeies 43, Calif. 


ing informed about the new line in 
a series of page ads in Department 
Store Economist, Gift & Art Buyer, 
Modern Stationer and other pub- 
lications, 

Foote, Cone & Belding handles 
the account. 


Gets Gas Heater Account 


Muncie Engineering Research 
Corporation, Muncie, Ind., has ap- 
pointed Maxon, Inc., Detroit, to 
handle the advertising for Saf-Aire 
gas heater which eliminates flues, 


vent-pipes and ducts. A _ direct 
mail campaign has been launched 
and national schedules will be 
used aS soon as materials are 
available to meet anticipated de- 
mand. 


Launches Trust Drive 


Detroit Trust Company has 
launched a campaign in local 
dailies, weeklies and magazines in 
the metropolitan area to prove that 
small trusts are not expensive. 
Edwin Bird Wilson, New York, is 
the agency. 


Eckrich to Westheimer 


Peter Eckrich & Sons, Fort 
Wayne, Ind., manufacturer of a 
line of luncheon meats, has ap- 
pointed Westheimer & Co., St. 
Louis, to handle its advertising. 


Tax Lifted, Ads Say 


Gillette Safety Razor Company, 
Boston, will use as many weekly 
business papers as are available 
this month to announce to dealers 
the removal of the company’s 
razors from the 20% jewelry tax 
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classification. The remainder of 
the full-page schedule will be 
used in November issues of a list 
of monthly business papers. 
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Writes for ‘Nation’ 

Lou Frankel, former radio edi- 
tor of The Billboard, who joined 
Cornell University’s station WHCU 
last summer as continuity director 
(AA, July 8), is author of a new 
weekly radio page in The Nation. 
His first contribution, appearing 
in the Oct. 5 issue, urges “in- 
formed public support” of the 
FCC, declaring that “if things go 
on as they are, it is merely a ques- 
tion of time until the [radio] in- 
dustry wins the battle.” 


LEST 


». 
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‘THE LETTER SHOP, Inc. 


431 S. Dearborn St., Chicago 5, Illinois 


Listener Attitude 
Study Disclosed 
by Research Firm 


Los ANGELES—Facts Consoli- 
dated, market research company, 
revealed a new method it has be- 
gun using for audience attitude 
measurement, at an NBC class in 
radio advertising here recently. 

The 
only pencil and paper for mate- 
rials, has been used experimentally 
since last summer to measure re- 
| sponse to four programs, one each 
nominated for study by the major 
networks. 

A vertical or thermometer-type 
“attitude scale,” with markings 
from one to 100, appears on each 
page of the booklets prepared by 


method, which employs | 


Facts Consolidated. A 15-minute 
transcription, used for demonstra- 
tion before the NBC class, was 
broken into 11 component parts 
and a page devoted to rating and 
commenting on each. 

Executives of the research or- 
ganization explain that such meas- 
urements have not previously been 
used with radio audiences, al- 
though some newspapers have 
used the technique to measure 
readership. 


Form Detroit Agency 


John W. Taylor, Paul W. Bruske 
and Wm. C. Dudgeon, former of- 
ficers of Rolfe C. Spinning, Detroit 
agency, have formed their own 
advertising agency at 7338 Wood- 
ward Ave., Detroit 2. The agency 
is known as Dudgeon, Taylor & 
Bruske. 


Fitzpatrick to GC&N 


John G. Fitzpatrick has resigned 
from the outdoor advertising di- 
vision of the Biow Company, New 
York, to join the media depart- 
ment of Geyer, Cornell & Newell, 
Inc., New York, where he will 
handle outdoor advertising. Pre- 
viously he was with the research 
department of Badger & Browning 
& Hersey, Inc., New York. 


Meagher Goes to KYW 


John P. Meagher has resigned 
from the staff of the public rela- 
tions department of Station WGN, 
Chicago, to become publicity di- 
rector of Station KYW, Phila- 
delphia. Marilyn Jayne, secretary 
to Paul C. Brines, administrative 
assistant to the station manager, 
has been transferred to WGN’s 
public relations staff as a writer. 


set the pace for down-to-earth buying... your carriage trade today! 


AIRWAYS TRAVELER is distributed as a service to air pas- 
sengers by fifteen leading airlines* — domestic and trans-oceanic — 
enroute to New York—Chicago—Boston—Southern California—San 


Francisco— Washington, D. C., solid coverage in six major markets. 


Reach over 300,000 progressive, top-income custom- 
ers each month in AIRWAYS TRAVELER...a volume market of 


‘carriage-trade’ readers at low-cost, mass circulation rates. 


HENRY PUBLISHING CO. “Largest 


444 Madison Avenue, New 


y oid | 
ty 7 Be ~~=> get there quicker —because it is more com- 
fortable —or just because they like to fly. 
Regardless of the exact reason, it is a 


sure sign of progressiveness. They are the up-from-earth people who 


York ° 


ome people prefer to fly—in order to 


Publishers 
816 W. Fifth Street, Los Angeles + 


of Aviation 


TRW 
TRAVELER 


Interest Magazines” 


6 N. Michigan Avenue, Chicago 
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“IT LOOKS TO US LIKE 
THE RECORD PROVES THE 
REPUBLICAN PARTY IN IOWA 
HAS ABLE, EFFICIENT AND 

UNSELFISH LEADERS” 
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UP-TO-DATE—lowa's Republican State 

Central Committee is using newspaper 

ads like this one to ‘'sell the 1946 
ticket to Nov. 5 voters. 


Iowa GOP Asks 
Voters to ‘Buy’ 
Tested Ticket 


Des Morines—Adopting tested 
selling techniques, the Republican 
State Central Committee is using 
newspaper and radio advertising 
to “merchandise” its candidates 
for the Nov. 5 balloting. 
Newspaper copy has been 
streamlined to sell the state and 
Congressional GOP ticket on mer- 
chandise lines instead of the tra- 
ditional, time-honored style of ads 
featuring pictures of candidates 
and long paragraphs of campaign 
ballyhoo. The 1946 ticket is being 
sold to the “consumer” as “tested, 
top quality” merchandise. 

The state committee’s radio 
schedule also has been revamped 
to meet the new policy. Fifteen- 
minute “March of Time”’ style pro- 
grams have been built around is- 
sues in the campaign, to back up 
speaking appearances on the air 
by Gov. Robert Blue, who heads 
the ticket. 

Spot radio announcements fea- 
ture an inquiring reporter who 
interviews voters and asks why 
they are for the Republican ticket; 
20-second dialogue-dramatizations 
of what the party has done to help 
farmers, business men, labor and 
industry, and other new twists to 
endorsements of the ticket by 
voters and the press. 

The campaign was planned and 
prepared by Son De Regger Ad- 
vertising Agency, Des Moines. 
James L. Hill is account execu- 
tive. 


Holt Joins Duane Jones 


Walter W. Holt has resigned as 
account executive of Dancer-Fitz- 
gerald-Sample, New York, a post 
he has held for five years, to join 
Duane Jones Company, New York, 
in a similar capacity. 


Write for Folder 


“Facts About the Men Who 
Handle America’s Foreign 
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7,000 Newspapers 
fo Receive Army 
Mats from Council 


NEw YorK—A drive to weld 
7,000 daily and weekly newspapers 
into a campaign to step up the 
Army’s recruiting drive was out- 
lined this week by the Advertis- 
ing Council. 

The mailing included six adver- 
tisements in various sizes, which 
will be furnished to newspapers 
in mat form. The copy, dramatiz- 
ing the mission of the Army and 
its public service, will supplement 
the paid campaign for the Army 
being conducted by N. W. Ayer & 
Son. 


Record Set for Enlistments 


In making the announcement of 
the campaign, the council reported 
that the War Department says that 
more than 900,000 men have en- 
listed in the Army during the last 
10 months, setting a new record. 
Maj. Gen. H. N. Gilbert, in a let- 
ter to Theodore S. Repplier, presi- 
dent of the council, noted that the 
goal of 1,070,000 men by June, 
1947, “can be met if we receive 
the continued cooperation of the 
newspapers, radio stations, out- 
door plants and advertisers of the 
country.” 

N. W. Ayer & Son is also the 
council’s volunteer agency, work- 
ing with H. M. Warren, Union 
Carbide & Carbon Company, coun- 
cil coordinator, and Allan M. Wil- 
son, of the council staff. In recent 
weeks, the council says, many 
radio advertisers have carried 
Army messages on their programs. 


Buys Into Publishing Co. 


Don O’Kane and Associates have 
purchased the interests of J. H. 
Crothers, who is retiring as presi- 
dent, in the Eureka Newspapers, 
Inc., Eureka, Cal., publisher of 
Humboldt Standard and Humboldt 
Times. Mr. O’Kane becomes presi- 
dent in addition to his former 
duties as general manager. 


Promotes Memorials 


Barre Granite Association, Barre, 
Vt., through H. B. Humphrey 
Company, Boston, has launched a 
campaign in consumer magazines, 
farm and religious publications 
promoting its memorials. 


BEST TEST CITY 
IN THE MID-WEST 


Beyer 


... total bank 
deposits now place Rockford in the 


No surprise to me 


select 100 MILLION DOLLAR 
group. Present day deposits of 
$103,658,825, nearly three times the 
1929 high. 


Mister, that ain’t hay . . 
buying power! 


At the Topin Ibbinora 


. that’s 


MORNING STAR 


REGISTER-REPUBLIC 


: 111,000 
METROPOLITAN POPULATION 


ABC Promotes Reynolds 


Hunter Reynolds, who has been 
on the staff of the American 
Broadcasting Company since 1942, 
has been appointed a producer in 
ABC’s central division production 
department. 


Opens Boston Office 


The Sutton Publishing Company, 
New York publisher of Electrical 
Equipment and Metal - Working 
Equipment, has opened a Boston 
office at 100 Boylston St. 


Champion Paper 
Mails ‘46 Report 
to ‘Champions’ 


HAMILTON, O.—Champion Paper 
& Fibre Company has distributed 
its “Annual Report to Champions” 
to 6,880 employes to explain in 
graphic and pictorial form the de- 
velopment of the company in the 
past decade and how its operations 


Bigs ra Se onalaitegie: = 
oar 4 a 


affect the employes. 

For the year ending April 28, 
it shows, Champion sales totaled 
about $50,000,000, of which about 
35% went to employes; 33% for 
raw materials; 15% for fuel, etc.; 
7% for taxes; 4% for depreciation; 
4% for interest on bonds, and 2% 
to stockholders. 

The report shows that the com- 
pany employs 20% more workers 
than 10 years ago; that wage pay- 
ments have doubled and tax pay- 
ments quadrupled, and adequate 
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reserves have been maintained. 

A section is devoted to the im- 
portance of the stockholders, and 
it points out that 65% of 4,200 
Champion shareholders own fewer 
than 50 shares of stock. Another 
section shows that more than 40% 
of the workers have been em- 
ployed 10 years or more. 


Spadea Promotes Rand 


B. Robert Rand, secretary-treas- 
urer of Spadea, Inc., New York, 
has been named a vice-president. 


- 


FIRST ON YOUR SCHEDULE IN 1947, 


the JANUARY A-S~-1- Show Issue of 
MOTOR GIGlz 


A 


CHILTON 
PUBLICATION 


MOTOR 


The January Automotive Service Industries Show Issue of 
MOTOR AGE will start the new year with a “natural’’—a 
review of the A. S. I. Show and preview of the automotive after- 
market for 1947. This will be an issue worthy of being first 
on your 1947 automotive schedule. 


Here will be an A. S. I. Show number that is new and different. 
It will actually cover the show editorially, and in detail. All 
about the new products, the new plans, the new merchandis- 


ing programs. 


A complete story of the show for those thou- 


sands who cannot get to Atlantic City as well as for those who 


do attend. 


And at the same time a forward look into 1947—the year that 
should be the automotive after-market's year of plenty. 


Here is an opportunity to start 1947 off with a bang, with an 
advertising salvo at point blank range. Put your A. S. I. Show 


advertising in the issue that covers the show and at the same 


time help build your 1947 sales—out of your new 1947 adver- 


tising appropriation. 


FIRST IN: IMPORTANCE 


CAR DEALERS AND INDEPENDENT SERVICE STATIONS 


AGE: Chestnut and 56th Streets, Philadelphia 39, Penna. 
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DONNELLEY 


CORP ATION 
DIRECT MAIL DIVISION 


Staudinger Joins 


|\Warwick & Legler 


New York—C. E. Staudinger, 
executive vice-president of La- 
Roche & Ellis 
and for 13 years 
a _ stockholder 
and director of 
that agency and 
its predecessor, 
will join War- 
wick and Leg- 
ler, New York, 
on Oct. 14, asa 
vice - president, 
director and 
stockholder. 

With LaRoche 
& Ellis, Mr. Staudinger was active 
on Hiram Walker, among other 
accounts. His responsibilities with 
Warwick & Legler have not been 
assigned. 


C. E. Staudinger 


‘Starts Consumer Panel 


Market Facts, Inc., Chicago re- 
search organization headed by 
W. F. O’Dell, has announced in- 


a) 4 te i - Pee 


auguration of the Market Facts 
Panel, a cross-section group of 
housewives who answer question- 
naires sent to them weekly. The 
consumer panel, like others op- 
erating in this field, is based on 
“controlled mail,” a system em- 
bracing rewards which assures ex- 
ceptionally high response from 
panel members. 


Durstine Ups Four 


Roy S. Durstine, Inc., New York 
agency, has elected Arch T. Gardi- 
ner as vice-president in charge of 
media and research, as well as 
secretary; Thomas M. Crabbe, 
vice-president in charge of pack- 
age goods, and Roy U. Gordon, in 
charge of a group of accounts 
topped by Edelbrew Brewery. T. 
Arnold Rau, formerly controller of 
the agency, has been named treas- 
urer. 


Sponsors Sports Show 


Champion Spark Plug Company, 
Toledo, has signed with ABC to 
sponsor a five minutes_ sports 
presentation by Harry Wismer 
Fridays at 9:55 p.m. MacManus, 
John & Adams, Detroit, is the 
agency. 


Schindler fo Stay 
at Commerce for 
‘the-Time Being’ 


Harriman Pledges 
Effort to Building 
Better Department 


WASHINGTON—The future of 
Under Secretary of Commerce Al- 
fred Schindler, specialist in the 
problems of distribution trades, 
remained uncertain last week de- 
spite his pledge to remain in the 
department “for the time being.” 

Schindler, who sponsored the 
National Distribution Council to 
establish contact between the de- 
partment and the sales side of 
business, agreed to stay on the job, 
but informed Secretary W. Averell 
Harriman that he has planned for 
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some time to return to “long de- 
ferred business interests.” 

The new Secretary meanwhile 
held the first of a series of staff 
conferences as he sought to be- 
come acquainted with the pro- 
gram of the expanding organiza- 
tion that he has inherited. 


Will Build Department 


At a press conference shortly 
after his arrival, he said that he 
would continue any part of the 
Wallace plan which was designed 
to build up the information facili- 
ties of the department so that they 
could assist government and busi- 
ness planning. 

Mr. Harriman carefully refused 
to become involved in the battle 
of personalities which surrounded 
the Wallace regime at Commerce. 
While he said that he hoped for 
the election of more “good’’ Demo- 
crats, he indicated that he would 
devote his efforts to the depart- 
ment rather than taking the 
political stump. 

He stated bluntly that the de- 
partment would limit its interest 
in foreign affairs to economic mat- 
ters which influence export and 
import opportunities for business. 


Gives Basic Ideas 


Mr. Harriman frankly admitted 
that he is generally identified with 
“big”? business. He professed keen 
interest in the welfare of small 
business, however, stating that 
the ‘more responsibility there is 
in the hands of more people, the 
healthier the business life of the 
country will be,’ and promising 
that he would retain a small busi- 
ness program “if we can do some- 
thing instead of just talking.” 

He said the Department of 
Commerce has as its basic re- 
sponsibility “to assist sound de- 
velopment of the industry, pro- 
duction and trade of the United 
States. The Department of 
Commerce, too, must render all 
the assistance within its power to 
aid business in the United States, 
particularly small business, in 
taking advantage of the oppor- 
tunities which exist to meet the 
needs of the people.” 

Mr. Harriman said he was happy 
that Under Secretary Schindler 
“at my strong request” had agreed 
to remain “for the time being,” 
This decision “involves consider- 
able personal sacrifice, and I an 
much pleased that he has con 
sented to remain to aid me as I 
assume my new duties,” he added. 


Railroad Tests Video 
for Further Use 


The Milwaukee Railroad spon- 
sored a telecast over the facilities 
of National Broadcasting Com- 
pany, New York, on Oct. 10 at 
9 p.m., EST. The telecast was a 
part of a regular Thursday feature 
on WNBT, “American Business on 
Parade.” The Milwaukee Road 
officials will study the results of 
the first telecast as the medium 
is being considered for the pres- 
entation of the new Olympia Hia- 
watha trans-continental trains to 
be placed in service in 1947. 
Roche, Williams & Cleary, Chicago, 
handles the account. 


RADIO 
. LINAGE 
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‘American’ Finds 
35% of Readers 
Seeking Radios 


New YorK — Crowell - Collier 
Publishing Company’s researchers 
have finished a nationwide sam- 
pling of the nearly two and a half 
million families who subscribe to 
American Magazine in which they 
find these families alone offer a 
potential market for 976,500 radio 
sets. 

» Thirty-five per cent of the fami- 

lies surveyed are in the market 
for new sets, and many of them 
want more than one set; 63% have 
decided upon a combination radio- 
phonograph and on the average 
are prepared to spend $200 for a 
console model; and only 18% now 
own radio-phonographs. 

Frequency modulation, new as 
it is to most sections of the coun- 
try, has been so well heralded 


that 41% of the families planning | 


to buy radios this year consider 
FM a necessity, the sampling 
showed; 40% “were not familiar 
with the term FM” and 16% didn’t 
consider it essential; the remaining 
3% didn’t answer. 

Sixty-seven per cent of the re- 
spondents said they would buy a 
television set if it is priced within 
their reach. Most popular price 
mentioned was $200. 

“There seems to be an increas- 
ing market for (radio receiver) 
models designed and colored spe- 
cifically for bedrooms,” a report 
on the survey said. “These new 
radio and electric-clock combina- 
tions and radio built-in to bed- 
side tables seem to have increas- 
ing sales possibilities. There is 
also a substantial demand for 
radios in kitchen colors and com- 
bined with such furniture items 
as a clock.” 


’ 

Revamps Women’s Pages 

The Chicago Sun has revamped 
its women’s pages, now Called 
“The Feminine Angle,’ with the 
extensive use of photographs, let- 
tered column heads and _ other 
changes. Mary Sharp is women’s 
editor and her staff includes Ruth 
Crowley, R. N., child care author- 
ity; Elizabeth Eckhart and Ruth 
Peters, fashion staff writers; Ade- 
line Fitzgerald and Neola Northam, 
society and women’s club column- 
ists; Susan Barrett, shopping re- 
porter; Alice Nelson, home fur- 
nishings, and Ethel Somers, food 
editor. 


Hey Mom—it won’t be long 
before we’ll get our copy of 
the big 25th Birthday issue 
of Child Life! Our favorite 
magazine always — and now 
it’s packed with even more 
big features, more pages, 
more interest! 


Yes—and smart advertisers are 
cashing in on this unusual Xmas 
merchandising plan by sending 
copy now. Big new circulation 
—special promotional assistance 
—sparkling new editorial fea- 
tures—new-item publicity—it all 
adds up to a new high value 
for Christmas advertising dol- 
lars! Hurry—to beat the Oct. 
15th deadline, send copy sow. 
And ask about our 
Birthday issue mercha ng 
tie-ins! 


Child Life” 
Celebrating 25 Years’ Service’ 
to the American Family 


1 E. 42nd St., N.Y. 


Wagenseil Opens Branch 

Hugo Wagenseil & Associates, 
Dayton agency, has opened a 
branch office in the Conover build- 
ing, 109 E. Main St., Springfield, 
O., with David D. Sawyer in 
charge. 


Offers Course in Car Art 


Free classes in car art will be 
held in the new studios of New 
Center in the Fisher building, De- 
troit, starting Oct. 14. Enrollees 
will be selected on the basis of 
their ability. 


4,127 New Stores 
Added in Detroit 
in 18 Months 


DetTRoIT—Sales tax reports in 
Wayne County indicate that 4,127 
new retail stores have opened in 
this area in the 18 months ending 
last July 1, a study by the Detroit 
Board of Commerce shows. 

John R. Stewart, statistician 
with the board, disclosed that the 


gain represents an increase of 
14.2% in the number of retail 
establishments in operation. New 
and used-car dealerships led in 
new openings with a 53.4% spurt, 
followed by electrical wiring and 
fixture dealers, 51.2%; household 
appliance stores, 45.5%, and radio 
and music stores, 41.9%. 

Wayne County census figures 
for 1939 showed 1,322 more grocery 
stores in operation than the 4,077 
doing business last July, Mr. 
Stewart said. 
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Y&R Promotes Lucas 


Rupert Lucas, a member of the 
program management staffs of the 
New York and Hollywood offices 
of Young & Rubicam, has been 
appointed director of radio in the 
Chicago office. 


Joins ‘Herald-Leader’ 


Charles Neel, formerly a mem- 
ber of the national advertising de- 
partment of the Oklahoma City 
Times and Oklahoman, has joined 
the Lexington Herald-Leader in 
the same capacity. 


On the Farm, tu the Village 
or the Suburban Villa... 


THE BEST PRESENTATION GETS THE BEST ATTENTION 


Tom Jones, out Kansas way, pauses, stops, reads—caught by Growit’s advertisement in his 
Successful Farming. ...In Millville, another Tom becomes intent on modern heating in small 


town homes while Thomas De W. Jones in Lake Forest absorbs some convincing facts about 
the Fleetwind 47 DeLuxe in his current Fortune. ... Their attention has been won by the same 
qualities— persuasive ideas brilliantly and truthfully reproduced. ... That an overwhelming 
majority of successful advertisers has proved that the Joneses in overalls, in ‘“hand-me- 


downs” or in dinner coats react faster, and in far greater numbers to advertising possessed of 


these qualities, is evidenced in its increasing volume in every type of media. ... It’s no mere 


coincidence that the demand for Rogers-made engravings also grows steadily month by month. 


Rocers ENGRAVING COMPANY 


MASTER CRAFTSMEN OF PHOTO-ENGRAVING 
Adolph F. Buechele, President 


2001 CALUMET AVENUE - 


Phone CALumet 4137 + CHICAGO 16, 


ILLINOIS 
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HARRY J. LAZARUS & COMPANY 


ANNOUNCES THE FOLLOWING STAFF APPOINTMENTS 


RICHARD L. ARGENT 


ART DIRECTOR 


W. ATWELL JACKSON 


ACCOUNT EXECUTIVE 


BARBARA P. HALAS 


DIRECTOR OF PUBLICITY 


E. SIEGEL 


TRAFFIC MANAGER 


L. G. MELIN 


PRODUCTION MANAGER 


Y i a = COMPANY 


PUBLIC RELATIONS DIRECTORS 
430 NORTH MICHIGAN AVE., CHICAGO 
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‘Foundry’ Gets 
First Business 
Paper Pilot Study 


NEw YorK—A pilot study of 
readership of The Foundry, 
monthly published by Penton Pub- 
lishing Company, Cleveland, has 
been completed by the Advertising 
Research Foundation. It is the first 
experimental survey for the pro- 
posed Continuing Study of Busi- 
ness Papers which ARF will con- 
duct in cooperation with the As- 
sociated Business Papers and other 
organizations. 

The study, which will not be 
made public, will soon be sub- 
mitted for analysis to the ARF ad- 
ministrative committee in charge 
of the project. Further experi- 
mental studies will be made. 

The pilot study was made by 
Stewart, Brown & Associates from 
Sept. 25 through the first week of 
October. Interviews were made 
in seven areas in the U. S. 


The foundation resumed its 


business paper readership study 
last March, following wartime in- 
terruption since shortly after ARF 
was first asked to conduct the 
project. J. F. Apsey Jr., advertis- 
ing manager, Black & Decker Mfg. 
Company, Towson, Md., heads the 
committee in charge. 


BBDO Elects Neally 
Vice-President 


A. W. Neally of the San Fran- 
cisco office of Batten, Barton, Dur- 
stine & Osborn, 
has been elected 
a vice-president 
of the agency. 

Before joining 
BBDO two and 
a half years ago 
as account exec- 
utive in charge 
of the Standard 
Oil Company of 


y 


California ac- 

count, Mr. Neally 

was _ associated 

A.W. Neally with Dancer- 
Fitzgerald-Sample, Chicago, and 


Gardner Advertising Company, St. 
Louis. 


paper markets. 


maximum sales. 


*292,142 DAILY 
*612,880 SUNDAY 


* August, 1946, as reported to the 
Philadelphia Merchants’ Association 


of the Quaker City’s two conservative dailies. 


conservative side of the market. 


Broader and deeper than the geographical barrier of the Delaware 
is the difference between the liberal and conservative viewpoint that 


divides the Philadelphia trading area into two clearly defined news- 


This fundamental cleavage in opinion makes Philadelphia a 


combination newspaper buy in which complete coverage is the key to 


In order to savor the full flavor of Philadelphia’s $4% billion net 
buying potential, you have to reach the liberals who buy, believe in and 


support The Record . . . and the traditionalists who read one, or both, 


As leading national and local advertisers well know, there is only 
one newspaper combination that can weld these two diverse market 
segments into a unified coverage pattern. That combination is “The 
Record—and the conservative newspaper of your choice.” 

What’s more, unless your advertising message is reaching The 
Record’s liberal audience of nearly 300,000 families, you’re under- 


exposing Philadelphia no matter how much circulation you buy on the 


PHILADELPHIA RECORD 


Represented Nationally by George A. McDevitt Co.—New York, Chicago. Philadelphia. Detroit. Cleveland 
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WMCA Tells the Town 
of Bilbo Broadcast 


In perhaps one of the biggest 
promotion splashes ever made by 
an independent station to plug a 
single, public service broadcast, 
Manhattan’s WMCA broke copy 
totaling 3,600 lines in five New 
York newspapers last Wednesday 
publicizing a half-hour program 
that evening. The program, char- 
acterized in the copy as “the most 
sensational radio dramatization 
ever broadcast,” was entitled “The 
Gentleman from Mississippi” and 
dealt with Sen. Theodore G. Bilbo. 
It was one of WMCA’s “New 
World A-Comin’” series treating 
various minority problems. 

The station placed a full page 
in the Herald Tribune and 300- 
line copy in the Post, Sun, Times 
and World-Telegram, at a total 
cost of $4,000, a WMCA official 
said. 


STATEMENT OF THE OWNERSHIP, 
MANAGEMENT, CIRCULATION, ETC., 
REQUIRED BY THE ACTS OF CON- 
GRESS OF AUGUST 24, 1912, AND 


MARCH 3, 1933 


Of Advertising Age, published weekly at 
Chicago, Ill., for Oct. 1, 1946. 

State of tet 

County of Cook , 

Before me, a Notary Public in and for 
the State and county aforesaid, person- 
ally appeared G. D. Crain, Jr., who, hav- 
ing been duly sworn according to law, 
deposes and says that he is the Publisher 
of the Advertising Age and that the fol- 
lowing is, to the best of his knowledge 
and belief, a true statement of the own- 
ership, management (and if a daily 
paper, the circulation), etc., of the afore- 
said publication for the date shown in 
the above caption, required by the Act of 
August 24, 1912, as amended by the Act 
of March 8, 1933, embodied in section 
537, Postal Laws and Regulations, 
printed on the reverse of this form, to 
wit: 

1. That the names and addresses of 
the publisher, editor, managing editor, 
and business managers are: 

Publisher, G. D. Crain, Jr., 
Til. 

Editor, S. R. Bernstein, Chicago, Ill. 

Managing Editor, John B. Miller, May- 
wood, Ill. 

Business Managers, None. 

2. That the owner is: (If owned by a 
corporation, its name and address must 
be stated and also immediately there- 
under the names and addresses of stock- 
holders owning or holding one per cent 
or more of total amount of stock. If not 
owned by a corporation, the names and 
addresses of the individual owners must 
be given. If owned by a firm, company, 
or other unincorporated concern, its 
name and address, as well as those of 
each individual member, must be given.) 

Advertising Publications, Inc., 100 East 
Ohio Street, Chicago 11, Ill. 

G. D. Crain, Jr., Evanston, Ill.; G. R. 
Crain, Evanston, IIll.; S. R. and A. B. 
Bernstein, Chicago; O. L. and M. §&. 
Bruns, Chicago; Kenneth C, Crain, New 
York; C. B. Groomes, White Plains, New 
York; J. B. and M. R. Miller, Maywood, 
Ill.; B. G. and H. M. Rehm, Chicago; 
G. L. and E, K, Hamlin, Vandalia, Mich.; 
Jane C. Ivie, Kansas City 2, Mo.; Mary E. 
Sanders, Evanston, Ill.; M. E. Crain, Chi- 
cago; Jessie W. Crain, LaGrange, III. 

3. That the known bondholders, mort- 
gagees, and other security holders own- 
ing or holding 1 per cent or more of total 
amount of bonds, mortgages, or other 
securities are: (If there are none, so 
state.) None. 

4. That the two paragraphs next 
above, giving the names of the owners, 
stockholders, and security holders, if any, 
contain not only the list of stockholders 
and security holders as they appear upon 
the books of the company but also, in 
cases where the stockholder or security 
holder appears upon the books of the 
company as trustee or in any other fi- 
duciary relation, the name of the person 
or corporation for whom such trustee is 
acting, is given; also that the said two 
paragraphs contain statements embracing 
affiant’s full knowledge and belief as to 
the circumstances and conditions under 
which stockholders and security holders 
who do not appear upon the books of the 
company as trustees, hold stock and se- 
curities in a capacity other than that of 
a bona fide owner; and this affiant has 
no reason to believe that any other per- 
son, association, or corporation has an 
interest direct or 


Evanston, 


indirect in the sai 
stock, bonds, or other securities than as 
so stated by him. 

5. That the average number of copies 
of each issue of this publication sold or 
distributed through the mails or other- 
wise, to paid subscribers during the 
twelve months preceding the date shown 
above is 17,187. (This information is re- 
quired from daily publications only.) 

G. D. CRAIN, JR. 

Sworn to and subscribed before me this 
25th day of September, 1946, 

E. M. STEGER. 
(Seal) 
(My commission expires April 1, 1948.) 


The Biggest Little Paper in the U. S.! 


AUFBAU 


LINEAGE Space buyers say, 
“AUFBAU is tops.” 
i [|_| 1940.... 300,000 tines 
j 1941.... 550,000 lines 
YB 1942.... 650,000 lines 
1943.... 729,212 lines 
1944.... 850,000 lines 
1945....1,100,388 lines 

. 


For rates and ABC circulation, write Adv. 
Manager, Aufbau, 67 W. 44th St., N. Y. 
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SUBSCRIPTION 
REMITTANCES 


received by 


Sept. I. 1946 


Che Biggs Natianal Laws 


Washington, B.C. 


POSTAL ZONE !3 


ROBERT V. FLEMING 
PRESIDENT AND CHAIRMAN OF THE BOARD 


CHARLES C.GLOVER, JR 
VICE CHAIRMAN OF THE BOARD 


HILLEARY G.HOSKINSON 
SENIOR VICE PRESIDENT 


September 5, 1946 


Mr. Walter Le Brauer, Treasurer 
United States News Publishing Corporation 
Twenty-Fourth and N Streets, N. We 
Washington, De Ce 
Dear Mre Brauers 

In response to your inquiry, there have 
been deposited with us through August 30, 1946, 
82,059 individual subscription remittances for World 
Roport totaling $377,002.10. It is my understanding 
that you began publication of World Report a little 


more than three months ago. : 


Very Ol yours, 


Senior Vice President 


The most spontaneous and immediate success ever 
attained in the field of newsweekly publishing. 


WITH THE ISSUE OF NOVEMBER 19, 1946, GUARANTEED CIRCULATION IS 


100,000 


WORLD REPORT 


THE ONLY WEEKLY NEWSMAGAZINE REPORTING, INTERPRETING AND FORECASTING THE NEWS OF WORLD AFFAIRS 


published by 


UNITED STATES NEWS PUBLISHING CORPORATION 


DANIEL W. ASHLEY 
VICE PRESIDENT IN CHARGE OF ADVERTISING 


30 ROCKEFELLER PLAZA, NEW YORK 20, N. Y. 


ee a> WORLD REPORT —(the No. 1 advertising medium to reach world-minded people 
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Katz Drug Stores 
Get Set for 15th 
‘$1,000,000 Sale’ 


KANSAS CiITy—Scarce merchan- 
dise is rolling into the warehouses 
for the 15th annual “Million Dol- 
lar Sale” which Katz Drug Com- 
pany will launch Oct. 24, in con- 
junction with the 22 super drug 
stores its operates throughout the 
Midwest. The company expects 
it to be the biggest sale in history. 

Advertising of the big merchan- 
dising event will promise custom- 
ers that many “long-time-no-see” 
items are back on the Katz store 
shelves, and at bargain prices, too. 

A special feature of the 33-day 


BUFFALO BROADCASTING 
CORPORATION | 

_ RAND BUILDING, BUFFALO, N. Y. | 

| 


2 


National Representotives: Free & Peters, Inc. 


sale will be a Katz “Big Three” 
punch card offered free to custom- 
ers and enabling them to make a 
50% saving on the three items—a 
baby doll (to be tucked away for 
Christmas, perhaps); a 32-piece 
floral dinnerware set and an alum- 
inum drip coffee maker. 

Another highlight of the annual 
sale will be the coupon book which 
Katz has adopted as a standard 
attraction-getter. It costs the pur- 
chaser a dime and entitles him to 
70 cents worth of nationally-ad- 
vertised goods. A total of 67 other 


| items are listed in the book and, 
_the company says, the buyer who 
takes the whole lot effects a sav- 
ing of more than $33. 


Forms Household Division 
R. M. Hollingshead Corporation, 
Camden, N. J., has formed a house- 
hold products division to handle the 
marketing of Whiz mirror and 
glass finish and other products 
through food stores and _ allied 
trades. Grover C. Culshaw, who 
has been associated with the com- 
pany for many years, will be in 
charge of the new department. 
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Milprint Buys Nicolet; 


Names New Officers 
Milprint, Inc., Milwaukee, manu- 
facturer of packaging materials, 
wrappers and printing specialties, 
has purchased the Nicolet Paper 
Corporation, De Pere, Wis., which 
will be operated as a wholly owned 
subsidiary of Milprint. M. T. 
Heller, president of Milprint, will 
be president and director of Nico- 
let, succeeding C. B. Clark. Other 
officer changes include: William 
Heller, vice-president of Milprint, 
vice-president and director of Nico- 
let, succeeding H. B. Kuhns; R. N. 


Ewens, Milprint treasurer, suc- 
ceeding Carlton R. Smith as treas- 
urer and a director, and Arthur 
Snapper, Milprint secretary, suc- 
ceeding Mowry Smith as director. 
E. J. Dempsey, director of Mil- 
print, will continue as secretary 
and director of Nicolet. 


Appoints Austin 

W. H. Austin, publishers’ repre- 
sentative, Toronto, has been ap- 
pointed eastern representative for 
the Vancouver News-Herald. He 
will service Toronto, Montreal and 
eastern territories. 
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Gets Airline Account 


Pan-Maryland Airways has ap- 
pointed Justin Funkhouser & As- 
sociates, Baltimore, to handle its 
advertising. Direct mail and news- 
papers will be used. 


Seidel Names Heppenstall 


Charles H. Heppenstall, who be- 
fore the war was advertising man- 
ager of Ralph C. Coxhead Cor- 
poration, has been appointed an 
account executive of Seidel Adver- 
tising Agency, New York. 


Research Co. Names Hall 


John W. Hall, for a number of 
years director of the marketing 
and merchandising division of Doug- 
las T. Sterling Company, manage- 
ment consultant, has been appoint- 
ed director of the sales manage- 
ment division of Research Com- 
pany of America, New York. 


Magazine Changes Name 


The name of Oil Jobber, pub- 
lished by Trade Weeklies, New 
York. has been changed to Oil & 
Automotive Jobber. 


‘Sampling Survey’ 
Techniques Shown 


in New Volume 


NEW YoORK—tThe _ so-called 
“sampling survey” in operation 
is described by experts in their 
individual lines in a new volume, 
“How to Conduct Consumer and 
Opinion Research,” edited by Al- 
bert B. Blankenship, managing 


director of National Analysts, Inc., 


and published by Harper & Broth- 
ers ($4). 

The 314-page book draws upon 
the experienee of 29 authors who 
have handled consumer and opinion 
research work for industry and 
government. In the latter cate- 
gory, editor Blankenship points 
out, government restrictions pre- 
vent disclosure of some of the most 
interesting survey work done by or 
for the government, but, “fortun- 
ately, enough of a story can be told 
about how the government makes 
use of these studies for the imagi- 


\ 
SupposkE you were selling sweet corn and watermelons at a roadside stand. 


Would you rather have motorists passing at 70 miles an hour, interested only 


in the thrill of speed, or at 35 miles an hour, taking in the scenery? There’s a 


comparable situation in space buying. When you can place your advertising 


before fact-hungry minds...minds that will read and act...response is 


certain to be high.”’ 


The "P.M. MIND” — standard equipment with Popular Mechanics 


readers—is wide open to every new fact or idea that could 


mean better living. It doesn’t miss a thing. It reads ads deliber- 


ately...and consciously responds. Latest readership surveys 


show that 3/2 MILLION of these alert, inquisitive "P.M. MINDS” 


digest the contents of Popular Mechanics each month. It's a big, 


lively, more responsive market for any man-bought product. 


by H. ROSS MACK 
FRED M. RANDALL CO. 
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native to assume how the army 
made use of surveys in the Quar- 
termaster Corps, and in measure- 
ment of military morale.” 

Among the topics treated are 
market research on production de- 
velopment; on branded goods; on 
advertising copy and copy testing; 
on radio reactions, and on public 
relations response. 

The book, one of the American 
Council series of public relations 
books, is published under sponsor- 
ship of the American Council on 
Public Relations, San Francisco. 


Names Isaacson 


Wohl & Verst, New York manu- 
facturer of girls’ coats, has ap- 
ointed Robert Isaacson Associates, 
ew York, to handle its adver- 
tising. 
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RAND BUILDING, BUFFALO, N.Y. . 
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Fogwill Appointed 
Ben Fogwill has been appointed 
New 


Publications, 


England representative of 


Pic, published by Street & Smith 
New 
headquarters in Boston. 


York, with 
He for- 


Press Publishing Company. 


merly represented Apparel Arts, 
and was for several years with 


HOW’S THE TEXAS MARKET? 


How much have retail sales gained during the war? 
Is this gain greater than the United States average? 
How many families are there in this huge state? Is it 
a better than average market for automobiles? How 
important are chain stores? How do buyers in Dallas 
and Houston compare in purchasing power with the 
average for the whole state? We can't answer all these 
and a hundred other questions in this small space, be- 
cause it takes 24 pages to supply the answers in The 
Market Data Book. 


Look it Up in The Market Data Book! 


The answers are there, along with media data on how 
to reach Texas’ millions; media data filed by 

The Baptist Standard, Dallas 

The Houston Chronicle 

Dallas Times-Herald 


The Southwest Magazine, Ft. Worth 


KFJZ, Fort Worth 

KXYZ, Houston 

KRIS, Corpus Christi 

KVAL, Brownsville 

Fort Worth Star-Telegram 

KNOW, Austin 

Austin American-Statesman 

Waco News-Tribune—Times Herald 

Port Arthur News 

Amarillo Globe-News 

Temple Daily Telegram 

The Market Data Book provides the most complete 
compilation of market information available in a single 
volume. It uses official data from federal, state, county 
and city statistical bureaus, making possible a uriform 
yard-stick for measuring comparable markets. 


THE MARKET DATA BOOK 


E. OHIO ST., 


CHICAGO, 11 


Lux Theater Tops 
Fall Radio Fare: 


Screen Guild Next 


NEw YorK—With top attrac- 
tions returning to the air for the 
1946-47 season, and considerable 
jockeying for position in public 
favor, Lever Bros.’ “Lux Radic 
Theater” has grabbed the lead 
among the “First Fifteen” evening 
radio programs listed by C. E. 
Hooper, Inc. 

The Sept. 30 Hooperatings gives 
the Lux dramatic series, which re- 
sumed broadcasting Aug. 26 after 
a summer hiatus, a 16.2 rating. 
“Screen Guild Players,” sponsored 
by Lady Esther Ltd., is in second 
place, with 15.9, and “Red Skel- 
ton,” returning for Brown & Wil- 
liamson after a summer vacation, 
is third with 15.3. “Screen Guild” 


had held third place in the Aug. 31 


What makes 
KYWS MUSICAL CLOCK Tek 7 


A very interesting question. . because Hooper- 
wise, this 7-to-9 Philadelphia favorite is 'way, 
‘way ahead of anything else on Philadelphia's 
morning airwaves! 

Here's the answer(s): 

STUART WAYNE.. one of the most popular 
and sincere MCs on any morning program. 
NEWS, WEATHER, TIME... broadcast regu- 
larly and often. 


PUBLIC SERVICE ANNOUNCEMENTS... on 
storms, floods, transit difficulties, and the 


PHILADELPHIA ¢ 50,000 WATTS 


like. Thousands of Philadelphians never miss 
this program for important, last-minute flashes 


on day-to-day events. 


MUSIC PHILADELPHIA LIKES.. on carefully 
chosen platters with all-around audience 


appeal. 


Mail response comes thick and fast from 363 
communities in Pennsylvania, New Jersey, 
Participations currently are 
shared by 21 successful advertisers. There 
might be room for one or two more. 


and Delaware. 


Represented Nationally by NBC Spot Sales—Except KEX. 
KEX Represented Nationally by Paul 


Radio Stations Inc | 
WBZ + WBZA - KDKA +» WOWO + KEX + KYW 
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Hooperatings. 

The “Charlie McCarthy Show,” 
returning for Standard Brands, 
now rates fourth, with 14.5; and 
Walter Winchell, for Andrew 
Jergens Company, is fifth, with 
13.5. 


“District Attorney Drops” 


Others among the “First Fif- 
teen,” in order, include: “Mr. Dis- 
trict Attorney,” 13.4; “Hollywood 
Players,” 12.8; “Suspense,” 12.3; 
“Maisie,” 12.2; Kay Kyser, 12.2; 
Judy Canova, 12; “Take It or 
Leave It,” 11.9; “Tommy Dorsey 
and Company,” 11.6; “Your Hit 
Parade,” 11.5, and “Man Called 
X,” 11.3. The “Mr. District At- 
torney’”’ show had been holding the 
top rung during the summer 
months, with an 11.3 rating in the 
Aug. 31 tabulation. The second- 
rated show, “Crime Doctor,” with 
a rating of 11 during August, has 
dropped out of the “First Fifteen” 
classification entirely. 

Average evening sets-in-use are 
23.7, up 2.4 from the last report, 
though down 2.1 from a year ago, 
Hooper reported. The average 
evening rating is now 7.4, up .7 
from the last report but down .5 
from a year ago. 


| Sponsored Index Lower 


Average available homes are 
| 76.2, up 3.7 from the last report, 
| but down .6 from the same period 
| last year. The current total spon- 
| sored hour index is now 65%, as 
| compared with 60% in the last 
report and 77% a year ago. 

| “Songs by Sinatra” led with the 
| largest number of women listeners 
| per listening set, with 1.43; “Box- 
|ing Bout” had the largest number 
of men listeners per set, with 1.15; 
and “Lone Ranger” enlisted the 
most children listeners, with .76. 
Including all listeners, “Your Hit 
Parade” ranked first with a total 
of 2.69, and “Blondie,” “Tommy 
Dorsey and Company” and “Your 
Thursday Meeting with Dick 
Haymes” tied with 2.66. 

“Pepper Young’s Family” leads 
the list of “Top Ten” weekday 
programs in the Sept. 30 report, 
with a rating of 6.7; “Right to 
Happiness” is second, with 6.3, 
and “Backstage Wife” third, with 


6.2. Others are: “Portia Faces 
Life,” 6.1; “Breakfast in Holly- 
wood,” 5.7; “Stella Dallas,” 5.7; 
“When a Girl Marries,” 5.6; 
“Young Dr. Malone,” 5.4; “Big 
Sister,” 5.38; “Ma Perkins,” 5.3, 
and “Romance of Helen Trent,” 


5.3. 


Schenley Uses Dailies 


Schenley Distillers Corporation, 
New York, has launched the news- 
paper phase of its new advertising 
campaign this month with sched- 
ules in 350 newspapers using 300 
and 1,000 line copy to promote 
Schenley Reserve. Two and four 
colors will be used in newspapers 
equipped to handle this type of 
work. Magazines, business papers, 
outdoor posters, window displays 
and point-of-sale material, cam- 
paigns which were started last 
month, will continue to be used. 
Biow Company, New York, han- 
dles the account. 


Joins Small & Seiffer 


Hal A. Salzman, for the past 15 


| years head of Hal A. Salzman As- 


sociates, has joined Small & Seif- 
fer, New York, as executive vice- 


| president. 


H. Raymer Co. 


CANDY INDUSTRY 


Don Gussow, Editor & Publisher. 
33 W. 42nd St. + New York 18, N. Y. 
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Iowa Lumberman 
Bares Troubles 
in ‘Tough’ Copy 


WATERLOO, I[A.—The hard-boiled 
approach to informing customers 
of supply problems was taken here 
recently by J. H. Chapman, presi- 
dent of C. W. Chapman Lumber 
Company, in a four-column adver- 
tisement in the Waterloo Daily 
Courier. 

Mr. Chapman told readers that 
his company was blocked in its 
efforts to obtain building material 
“by a gang of ruthless federal 
bureaucrats” campaigning for so- 
cialized housing. Continuing, he 
said: 


“Some of the leaders of this 
vicious campaign are Wilson | 
Wyatt, who heads the Veterans | 
Housing Bureau; Senator Wagner | 


of New York, who was the author | 


of most of the crackpot labor laws, 
and Senator Taft of Ohio, who is 
a weasling Republican willing to 
go to any extreme to achieve his 
ambition to be the next president. 
They have the help of the OPA 


and every other federal bureau and | 


every parlor pink in Washington 
who seeks to change our form of 
government.” 

The solution to the shortage of 
building materials, the ad suggests, 

“strong and vigorous action of 
an aroused citizenry.” The issue, 
it says, is “Freedom and the right 
to live and work in a democracy, 
or state socialism with a great 
people cringing under the lash of 
the bureaucrats in the FPHA, the 
OPA and all the rest of the federal 
agencies organized to control us 
and our children.” 

A postscript to the ad _ says: 
“For fine talks by Real Americans, 
listen” to broadcasts by Fulton 
Lewis Jr. and Samuel B. Petten- 
gill> 


Joins Flagler Agency 


William C. Batchellor, for the 
past year manager of the organ 
division of Rudolph Wurlitzer 
Company, and _ previously with 
Hutchins Advertising Agency, 
Rochester, N. Y., has been appoint- 
ed account executive of the Flagler 
Advertising Agency, Buffalo. 


Takes Renuzit Name 


Radbill Oil Company, Philadel- 
phia, has changed its name to Re- 
nuzit Home Products Company. 
There will be no change in the 
company’s policies or personnel. 


High Fashion reports by. salaried 


_ correspondents from leading fash- 
ion centers are carried regularly 
in The Times Herald's Woman's 
Section. Texas women read The 
Times Herald for fashion guid- 


ance. 


THE DALLAS 


TIMES 
HERALD 


, DALLAS’ GREATEST NEWSPAPER 
‘ Py deat 


Represented by 


_ THE BRANHAM COMPANY 


Changes to Monthly 


The National Union Farmer, 


| Daily Plans New Plant 


Application for permission to 


official publication of the National | erect the initial portion of a new 
Farmers Union, has cut its semi-| Plant for the Portland Oregonian, 


monthly issuance to one_ issue 
monthly, published on the first of 
each month. It was formerly pub- 
lished on the first and fifteenth. 
The semi-monthly schedule. will be 
resumed as soon as_ newsprint 
shortages are overcome. 


Moves to New Factory 


Wall Chemicals division of the 
Liquid Carbonic Corporation, Chi- 
cago, will do all of its manufac- 
turing in a new factory building 
just completed at 1454 W. Ran- 
dolph St. Sales and administrative 
personnel will remain at the main 
office of the parent company at) 
3100 S. Kedzie Ave., Chicago. 


| 


| expected to cost more than $1,000,- 
000 and to cover a full city block, 
has been filed with the Oregon 
district CPA construction review 
committee. 


Brown Shoe Names Paul 


Alex Paul has been elected vice- 
president in charge of sales of 
H. H. Brown Shoe Company, Wor- 
cester, Mass. 


Meat Institute Elects 


The American Meat Institute re- 
elected Wesley Hardenbergh pres- 
ident at its 41st annual meeting 
in the Stevens Hotel, Chicago. John 
F. Krey, Krey Packing Company, 
St. Louis, has been named chair- 
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cago; D. R. Howland, Miller & 
Hart, Chicago, and W. R. Sinclair, 
Kingan & Co., Indianapolis. 


man of the board. The three new 
vice-chairmen are F. W. Hoffman, 
Cudahy Packing Company, Chi- 


TO REACH AND SELL 


AMERICA’S TEACHERS 
AND INFLUENCE 
MILLIONS OF YOUNGSTERS 


rue INSTRUCTOR sragazine 


NEW YORK CHICAGO LOS ANGELES SAN FRANCISCO 


parade pages are alive. Pictures 
of people in action humanize the story... 
capture top reader interest*.. hold more 


eyes longer on more pages. 


*Proved by extensive survey. 


Reproduced from PARADE Picture Story, ‘‘HERE’S AMERICAN SPIRIT" 


Pie TORE P. OWER pulls for advertisers 
and publishers alike. It’s a vital sales 


booster, a vital circulation booster. Use 


Picture Power. It means more power to you. 


The Sunday Picture Magazine 


LEADS IN 10 yUR E 
P Power 


NE... ovo delivered ...every Sunday ...in 21 Key Markets 
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New Orleans OK’s' * am greene? gon | Automatic Canteen 
$1,000,000 World __ cent in charge of advertising of Subsidiaries Join 


M h di M Brown Shoe Company, has been 
elected president of the St. Louis CHICAGO—Two subsidiaries of 
ercnanaise art Advertising Club. Other officers Automatic Canteen Company have 
elected are: Walter G. Heren, ad-| been merged into a new Canteen 
rectors gave a signal for full steam Vertising manager of Union Elec- 
akead last week on construction of | tTi¢ Company, first vice-president; | of many distributors for Auto- 
an International Trade Mart here, ee bag ao . a. —- matic. 
which they say will be the first | Jomes F. Jae seiaies tannaer The new company will handle 
institution of its kind in the world.| of the St. Louis Globe-Democrat, | 4istribution of candies, soft drinks 
The directors believe that the| third vice-president; Robert Lee|@nd other items in 16 states and 
merchandising center will be com-| Johnson, secretary, and Kenneth| the District of Columbia, which 
pleted within a year, and “we are| F. Moore, treasurer. ‘formerly were served by a prede- 
convinced that all space will be! 


NEW ORLEANS—The board of di- 


_Company, which will act as one) 


cessor company of the same name. 
It will also operate as a distributor 
in northern Illinois and Charlotte, 
N. C., formerly served by Canteen 
Service Company. 

The new corporation is headed 
by Nathaniel Leverone, who is 
chairman of the board of the par- 
ent eompany. Canteen Company 
will account for more than a third 
of total retail sales of 82 canteen 
distributors in 112 territories. 

Canteen Company’s operation in- 
cludes sales of grilled cheese and 
frankfurter sandwiches through 


Advertising Age, October 14, 1946 


new coin machines made by Gen- 
eral Electric Company. Sixteen of 
the machines, which toast the sand- 
wiches in a few seconds after cus- 
'tomers deposit 15 cents, are oper- 
ated here, and more will be .in- 
stalled when available. 


Grady Joins Y&R 


John P. Grady, formerly adver- 
tising and sales promotion man- 
ager of Chase Bag Company, has 
joined the merchandising depart- 
ment of Young & Rubicam, Chi- 
cago, in an executive capacity. 


sold before that time,” said Theo- 
dore Brent, president. Decision to | 
go ahead with construction plans | 
followed the announcement that | 
45% of the leases for the project- 
ed building had already been sold. 

The civic, non-profit institution | 
was organized and financed by the | 
same group of New Orleans busi- 
ness leaders who founded the In- 
ternational House here. It is de- 
signed to serve as a modern dis- 
play and trading center, offering 
space to both domestic and foreign 
manufacturers. 

The new mart will be housed in 
the remodeled Baldwin building, at 
Camp and Common streets, and is 
expected to provide exhibit and 
sales space for 200 American and 
foreign concerns. A wide variety 
of products will be displayed, and 
leading firms which have already 
signed leases for display space are 
located in major cities throughout 
the country. 

Loans and debentures of ap- 
proximately $1,000,000 have been 
authorized to finance the project. 
Board members pledged to sell 
about $500,000 worth of bonds 
after negotiations were successful- 
ly completed for a $500,000 loan. 
New Orleans business men have 
already pledged $125,000 through 
contributions and in stock, and 
$27,000 has been spent in promo- 
tional activities. 


COSTS NO MoRE 


May We Suggest . - 


Now is the time to employ our counsel 
and services to insure best acceptance, 
maximum use, consistent results . . 

We are a Display Agency and cooperate 
fully with your advertising agency to 
“Pipe-in" the force of national advertising. 


E Acvnlalin 


36 Pages... 420 Pictures...an Exhibit 
of Performance... Write for a copy 
of it Today on your business letterhead. 
Interview with Principals * No Obligation 
AMERICA'S LARGEST ORGANIZATION 
. SPECIALIZING IN 
MERCHANDISE PRESENTATION 


W. L. STENSGAARD 
AND ASSOCIATES, INC. 


GOING HUNTING 


Ad 


McGRAW-HILL PUBLISHING C 
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Advertising Age, October 14, 1946 


Movie Seekers 
Get Better Break 
in ‘Star-Times’ 


St. Lovis—The Star-Times has 
broken from custom followed by 
major U. S. newspapers to run 
theater advertisements alphabet- 
ically, as well as by listing feature 
movies alphabetically and naming 
theaters where they are shown. 

The newspaper announced the 


change in half-page space show- 
ing pictures of Louise Fazenda and 
other movie stars popular 30 years 
ago when 11 theaters here first 
used Star-Times space. More than 
100 film houses now use the paper. 
The alphabetical movie directory, 
the paper said, is the first in the 
nation. 

The change, taken to make it 
easier to find information on 
movies, applies to both small and 
large movie houses. The only dif- 
ference between first-run and 


smaller theaters is difference in 
font of letters used for theater 
names. 


Appoints Garner 


Gerald S. Garner, who, before 
the war, was circulation manager 
of the Honolulu Advertiser, has 
been named town manager in Van- 
couver, Wash., for the Portland 
Journal. Eunice Fogle and John 
Waddingham have joined the pa- 
per as artists in the promotion de- 
partment. 


To Publish Bi-Monthly 


The Journal of the American 
Dental Association, Chicago, with- 
in the next few months plans to 
‘publish a full issue every two 
| weeks instead of once a month, 
plus the small-size mid-monthly 
edition. 


To Sanger-Funnell 


Sanger-Funnell, New York, has 
been appointed to handle the ad- 
vertising of Metal Hydrides, Inc., 
Beverly, Mass. 


G WITH A 


. shooter ? 


Hunting in today’s BIG industrial market requires heavy 
ammunition. Your pet product, armed with a “pea shooter’ advertising 
schedule, is in for a pretty rough time in today’s competitive scramble. 


G CO 


Industry is «big game’? today. Consider this statistic: the Power Industry alone 
plans to spend 134 billion dollars annually for power plant equipment 
and supplies... just about 3 times as much as the whole forecasted retail 


sales for home radio sets! Industry buys big and selling to industry 


challenges the best sales and advertising campaign you can put together. 


That’s just another way of saying that now is the time for sound, well- 
conceived advertising . . . advertising that’s full of guts, weight and 
dominance. Now is the time for adequate schedules and hard-hitting copy 
aimed directly at the men who buy in the magazines they read. McGraw-Hill 


magazines are read by most of America’s biggest industrial buyers. 


ASK YOUR McGRAW-HILL MAN for a copy of 


“When The Cost Curve is Up”— a critical appraisal of 


the ability of advertising to lower the unit cost of sales. 


M PANY, 


INC. 


Headquarters for Industrial Information 


330 West 42nd Street, New York 18, New York 


| 


LE LG ES SE LR RR 


AGENCIES 


EARN THEIR 
FEES? 


WHAT SERVICES DO 
THEY PERFORM FOR 
MANUFACTURERS? 


You will find the answers to these, 
and to many more “sticklers” in 
this comprehensive, useful guide— 


NS 
ADVERTISING AGENCY FUNCTIO! 
AND COMPENSATION 


By the Editors of Advertising Age 


re, for the first time, is @ fac- 
ae timely guide to existing prac- 
tices in advertising agency service. 
More than 300 advertising man- 
agers and agency executives spent 
from one-half to three hours ana- 
lyzing their advertising service to 
contribute to this meaty report. 
Dozens of advertising agencies 
have ordered copies in quantities 
for distribution to their clients, and 
to their own staffs. One advertis- 
ing manager ordered 12 copies to 
pass on to “top management.” It 
will help you, your clients and 
your employes to understand bet- 
ter this agency business. 
Here are comments by readers: 


“This is the most valuable piece 
of literature of its sort we have 


ever received .. .” 
Agency president 


“You have made a real contri- 
bution to the business, for which | 
am sure we all owe you a vote of 

anks .. .” 

6 Agency principal 

“It is something that our busi- 
ness has needed for a long time.” 

Account executive 

“My personal opinion is thet 
you better get a lot of paper to- 
gether so that you will be pre- 
pared to meet the avalanche of 
requests .. .” 

Advertising Manager 

“lt am learning the advertising 
business, and your booklet has 


helped me tremendously . . .” 
Veteran 


Whether you are an advertising 
manager, an agency executive, or 
a supplier, this booklet will help 
you gain a clearer understanding 
of the business of advertising. It 
will help you interpret advertising 
better to top management. It will 
give you clearer insight into your 
own advertising job. 


While the limited supply lasts, you 
can get extra copies of this infor- 
mative, factual report for $1 each. 
Order one now for your own files. 
Order extras for every associate 
concerned with marketing, mer- 
chandising, sales, er advertising. 
Price, one dollar from . . . 

Advertising Publications, Inc. 

100 E. Ohio St. Chicago 11, Il. 


FILL IN AND MAIL THIS COUPON TODAY 


Advertising Publications, Inc. 
Div. 9946 


100 E. Ohio St., Chicago I!, IMinois 
Gentlemen: 


Please send me copies of 


“Advertising Agency Functions and 
Compensation." Enclosed is $ 

Name 

Title 

Company 


Address 
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500 Newspapers 
Adopt NAEA Mat 
Shrinkage Rule 


DANVILLE, ILL.—More than 500 
newspapers have notified Robert 
Pace, Danville Commercial-News, 
and secretary of the Newspaper 
Advertising Executives Associa- 
tion, that they accept the NAEA 
“mat shrinkage” resolution adopt- 
ed last June. 

The response represents over 
half of the NAEA membership. 
The resolution placed NAEA on 
record in favor of allotting as 
much space for ads as ordered by 
agencies, on the basis of original 


“*3033 Retailing Ideas”’ 


New, Enlarged 1946 Edition 


ONLY BOOK OF ITS KIND—offers widest, 
deepest insight into retailing actualities, not 
theory — advertising, merchandising. selling, 
display, administrative nearly etery line. For 
manufacturers, distributors, sellers consumer 
geods. J by colleges, schools, public 
libraries. advertising agencies. newspapers. 
5%x8, 306 Pgs., 40 Chpt. $3.50 ppeid. 


E. LYONS. Publisher Pittstewn 27 NF 


size of mats which shrink before 
printing. Billings to agencies will 
cover space from cut-off rule to 
|cut-off rule. 

Many agencies had _ requested 
‘adoption of the new procedure. 
Some agencies, it is understood, 
have spent $40,000 or more to 
check the accuracy of billings for 
single accounts. 

Mr. Pace reported that accept- 
ance of the billing practice has 
come from newspapers of all sizes 
in the U. S. and Canada, from 
chapters of the American Associa- 


ition of Newspaper Representa- 
\tives, Inland Press Association, 
|American Newspaper Publishers 


| Association and others. 
| 


Fittkau Promoted 

Carl R. Fittkau, with the New 
York publicity department of 
Westinghouse, has been appointed 
publicity representative of the in- 
dustrial electronics and X-ray di- 
visions, with headquarters in Bal- 


who was recently appointed direc- 
tor of public relations of West- 
inghouse Radio Stations, Inc. 


| timore. He succeeds C. M. Meehan, | 


B-1 Appoints Bottlers 


B-1 Beverage Company, St. 
Louis, has appointed the follow- 
ing bottlers as exclusive bottlers 
and distributors of B-1 Lemon- 
Lime soda: Milwaukee Bottling 
Company, Ft. Worth; Dr. Pep- 
per Bottling Company, Helena, 
Ark., and Columbus, O.; Standard 
Bottling Company, Alliance, Neb.; 
Osceola Beverage Company, Osceo- 
lla, Wis.; Martin Bottling Com- 


pany, Martin, Tenn.: Teche Bot- | 


tling Company, Franklin, La., and 
| b-1 Botting Company, Emporia, 
| Kan. Separate ad campaigns will 
| be run for each. 


Exchange Video Shows 


An agreement providing for the 
exchange of commercial and sus- 
taining television promrams be- 
tween Station WPTZ, Philadelphia, 
and Station WNBT, New York, 
has been signed between Philco 
Corporation and National Broad- 
casting Company. 


Joins Bozell & Jacobs 


Advertising Helps 
Guarantee Press 


Freedom: Deutsch 
Guard Against Undue 


Influence, Lawyer 


Warns SNPA Members 


EDGEWATER PARK, MIss.—Free- 
dom of the press is not only made 
possible by advertising, but the 
publie’s right to a free press in- 
cludes the right to read the mes- 
sage conveyed by the advertiser 
through the publisher, asserted 
Col. Eberhard P. Deutsch, senior 
member of the law firm of Deutsch, 
Kerrigan & Stiles, New Orleans. 


| 


| Addressing the closing session of 
‘the convention here of the South- 

Vivian Sturgeon has been ap- ern Newspaper Publishers Asso- 
pointed account executive in the |ciation, Col. Deutsch, who has just 
Chicago office of Bozell & Jacobs. retired from military service with 


_}] Composition 


Test your word knowledge 


of Paper and Printing 


1. Printing Smoothness 


C) Efficient press operation 
_) Result of kiss-impression make-ready 
() Smoothness of paper under printing pressure 


3. Split Fountain Printing 


requiring two styles of type 


_) Way of printing two colors at one impression 
ye] I 
_] Printing requiring only half a fountain 


2. Ives Process 


C) Method of producing 3-color halftone plates 
C) Process of machine-coating paper 
_) The measurement of attention value of pictures 


4. Luster 
C) Highlight spot in a halftone 


_) Property which makes paper reflect light 
() Property which makes paper emit light 


] Printing Smoothness is the sur- 3 
face smoothness of paper under 
pressure equivalent to that in 
on a printing press. And surface 
smoothness, in high degree, is one of 
the characteristics for which Level- 
coat* Printing Paper is famous. 


y] Ives Process is a method of 
woducing and printing 3-color 
halftone plates. For glowing repro- 
duction of beautiful process plates, 
lustrous Levelcoat Paper is ideal. 
Levelcoat is a favorite medium with 
masters of the printing art. 


ANSWERS 


when 
rich 


ness 
clean, 


rinting is 


more questions to test 


Split Fountain Printing is a 
way of printing two ormore colors 
with one impression. Every press 
impression achieves fine effective- 


evelcoat Paper. 


4 Luster is the property which 
makes paper reflect light, gives it 
a soft glow. And luster is one of the 
distinguishing qualities of Levelcoat. 


FREE! Intriguing quiz book with 24 


knowledge of paper and printing. 
Write for your copy today. 


done with If our distributors cannot 


your word 


PRINTING PAPERS 


ply your immediate needs, we 
solicit your patience. There will 
be ample Levelcoat Printing 
Papers for your requirements 
when our plans for increased 
production can be realized. 


KIMBERLY-CLARK CORPORATION 


NEENAH, WISCONSIN 


sup- 


Kimberly 
Clark 


RESEARCH 


* TRADEMARK 


Advertising Age, October 14, 1946 


Gen. Mark W. Clark in Europe, 
emphasized the right of advertis- 
ing to protection through the free- 
dom of the press guarantees of the 
Constitution. 

“It is a popular misconception,” 
he said, “that liberty of the press 
belongs to publishers. It does not. 
It is a right inherent in the people 
as a whole, to have information 
and opinion disseminated to them 
without governmental interference. 
To put it simply, the right is one 
to read rather than to print. 


Seek Greater Distribution 


“The fight for a free press has 
centered in a constant struggle for 
the widest possible distribution of 
papers; in other words, on cheap 


tal which the advertiser has swung 
open to the public to whom the free 
press belongs. 

“Finally, advertising has itself 
achieved a certain news value.” 

Reviewing the history of the de- 
velopment of a free press through 
advertising, Col. Deutsch recalled 
that taxes on advertising were im- 
posed as early as 1711 in an effort 
to repress political discussion. Sim- 
ilar taxes levied in America caused 
outbreaks which preceded the Rev- 
olution by only ten years. 

“As late as 1934,” he continued, 
“the attempt to abridge a free 
“press by government control 
through a tax on advertising was 
renewed, by Huey Long in Louisi- 
ana. In the litigation which fol- 
lowed, the Supreme Court of the 
United States declared this meas- 
|ure unconstitutional, ‘because, in 
‘the light of its history and of its 
present setting, it is seen to be a 
deliberate and calculated device in 
the guise of a tax to limit the cir- 
/culation of information to which 
the public is entitled.’ ” 


Depends on Ad Volume 


After pointing out that there is 
no really free press anywhere in 
the world except where, as_ in 
America, there is a substantial vol- 
ume of advertising available to the 
publisher, the speaker declared, 
“There can be no question that the 
growth of the American press, in 
number, in size of papers, and 
above all in extent of cheap circu- 
lation, is attributable to the in- 
crease in advertising.” 

While conceding that the influ- 
ence of advertisers on publishers’ 
policies may exist, the speaker as- 
serted that history furnishes no 
basis for any suggestion that the 
liberty of a free press has been 
infringed seriously by such _in- 
fluences. 

“We, the reading public to whom 
that freedom belongs,’ he con- 
tinued, “and you, the publishers 
who are its trustees, must profit 
by the lessons of history. We, the 
public, must oppose governmental 
encroachment in any form on free 
enterprise in newspaper publica- 
tion. You, the publishers, must 
combat such governmental _ en- 
croachment by guarding scrupu- 
lously against the infiltration of 
undue advertiser influence into 
any of your policies.” 


AGENCY 


COVERAGE 


circulation. This is the main por- 
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Patterson Urges | 
Newspapers Boost 
Public Services 


NEw YoRK—Unless a newspaper 
does much to help its community, 
it does too little public relations 
work for its own good, Grove 
Patterson, editor-in-chief, Toledo 
Blade, told the American Press In- 
stitute at Columbia University 
Sept. 30. 

Newspapers developed as a me- 
dium for editorials, news and 
entertainment long before they be- 
came service institutions, he ob- 
served. 

“Although the business of news- 
papers is the business of public 
relations,” Mr. Patterson asserted, 
“it seems to me that most editors 
and publishers have been slow in 
establishing specific and practical 
public relations departments.” 


| 
‘Blade’ Services Numerous 


, ‘ 
Happily, most newspaper editors | 


changed their thinking in this re- | 
spect, he continued, especially on) 
learning that their service depart- 
ments not only aid their communi- | 
ties but help mightily to build the 
prestige of their papers. He. 
pointed out that the Blade’s $250,- 
000 survey showing how Toledo 
could be improved by careful plan- | 
ning, the paper’s support for a tax | 
to wipe out the city’s indebtedness | 
and other services had greatly | 
benefited the Blade. | 

“In the national field,” Mr. Pat- | 
terson commented, “we have in- 
creased our space in the number | 
of publications in which we carry | 
it, in what we call our ‘This Is) 
Toledo’ campaign. . . . Next year 
we shall broaden the campaign and 
go into the surrounding area, sell- | 
ing the nation on our towns near- 
by, selling their peculiar qualities | 
as places to work and live.” 

He added that the Blade recently 
took space in the New York Herald 
Tribune and Times and Women’s 
Wear Daily to promote the Toledo | 
market to women’s ready-to-wear | 
manufacturers, with the result 
that more dress goods reached 
Toledo stores. 


Lieber Appoints Clark: 
Gets Gypsy Dyes Account | 


Frank H. Clark, previously as- 
sociated with the Chicago Herald- 
American, National Broadcasting 
Company, United States Treasury 
Department and 20th Century-Fox 
Film Corporation, has joined Lie- 
ber Advertising Company, Chica- 
go, as head of the public relations 
department. 

Gypsy Dyes, Chicago, has named 
the agency to handle its advertis- | 
ing. An eight-week test campaign 
in Pittsburgh, Cleveland, Akron, 
Canton and Youngstown, using ra- 
dio and car cards, will augment a 
series of 600-line newspaper inser- 
tions. 


NO TYPE 


USED IN THIS AD 


Anyone, anywhere can set 
type this new, practical way. 
Fast, economical —just the 
thing for heads or complete 
ads. Cardboard letters are 
automatically aligned when 
set into Fototype composing 
stick. No metal type, no 
messy ink, no impressions 
to pull. Over 75 popular 
types to select from, each 
packed in a compact, refill- 
able leatherette case. 


New 24-Page Type 
Catalog FREE! 


be. 


1415 ROSCOE ST., CHICAGO 13, ILLINOIS 


U. S. Rubber Ups Vila 


George R. Vila, assistant devel- 
opment manager of Naugatuck 
Chemical division of United States 
Rubber Company, has been ap- 
pointed sales manager for latex, 
Lotol, rubber dispersions and plas- 
tic products, with headquarters in 
Naugatuck, Conn., and offices at 
the company’s general headquar- 
ters in New York. 


Daily Increases Price 

The Transcript-Telegram, Holy- 
oke, Mass., has increased its per 
copy price to four cents and its 
home delivery price to 25 cents 
a week. 


Canada Ad Guild Elects 


Claude May, Litho-Print Ltd., 
Toronto, has been elected presi- 
dent of the Advertisers’ Guild of 
Toronto. 


‘Oregon Journal’ 
Makes Survey 
of Vet Market 


PORTLAND, ORE.—While 44% of 
the veterans in Multnomah county 
(including Portland) now own 
autom:biles, only 28% are able to 
find satisfactory civilian clothes. 
These are among the facts dis- 
closed by a survey made by the 
Oregon Journal, which polled a 
cross section of more than 30,000 
veterans with 1,640 questionnaires. 

In addition to the 44% who own 
aut>mobiles, 22% plan to buy cars; 
24% plan to buy new refrigerators 
and 21% will invest in new wash- 
ing machines. Of those queried, 
57% are married. Of the bachel- 


|ors, 71% do not plan to marry 
within a year. 

Complaints about housing were 
almost unanimous. Only 37% of 
married veterans are living in 
their own homes, and 19% live in 
apartments. The others live with 


hcuses, ete. 


newcomers to the territory. More 
than 60% of the veterans queried 
are from 21 to 30 years old and 


relatives, in trailers, boarding | 


About 20 f Be : 
Y of the veterans ey vice, Hamilton, Ont. Until 1944 he 
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78% said that they are working 
now, while nearly three-fourths of 
those not working have jobs wait- 
ing for them or feel that their 
job prospects are good. 


Ferres Names Lowden 


Ernest S. Lowden has been ap- 
pointed manager of the T.ronto 
office of Ferres Advertising Ser- 


was merchandise manager of the 
Canadian Westinghouse Company, 
Hamilton. 


be engraved. 


Here it is! Something NEW in the premium field. Indi- 
vidual Salt and Pepper Shakers, precisioned out of solid 
block aluminum, highly polished. Screw-on base. Can 
Priced for immediate delivery. 


EARL PRODUCTS COMPANY 


221 N. Cicero Avenue, Chicago 44, Illinois 


that you get full value from ABP member publications 
as an advertiser as well as a reader. 


A.B.P.’s Business is to Boost Your Business — No 
empty phrase, this. Since 1940 A.B.P. member publi- 
cations have produced a wealth of material designed to 
give copy and sales help to advertisers . . . to help them 
make their advertising fully effective and of the great- 
est value to the reader. Many will remember the “Tell 
All” book and ‘“‘A Guide to Effective War-Time Adver- 
tising” (now out of print after 20,000 copies). ‘Hit the 
Road”. . . is our current booklet which reveals down- 
to-earth tips on how to obtain the material that can 
make your copy really helpful to the readers. Now in 
preparation is a new book, ‘“‘Copy that Clicks,”’ which 
will give case histories of truly successful business 
paper advertising. 


Standards Are What You Make Them — In the busi- 
ness paper industry with approximately 1800 publica- 
tions, publishing policies and ethics vary widely. A.B.P. 
publications have a Code of Ethics and Standards of 
Practice to which members adhere rigidly. They are 
summed up briefly by our published doctrine — 


“A national association of business publications devoted to 
increasing their usefulness to their subscribers and help- 
ing advertisers get a bigger return on their investment.” 


We mean every word of it. For example: 


A.B.P. Editors are Fully Informed . . . and Accurately 
- The National Conference of Business Paper Editors 


is an affiliate of A.B.P. For 26 years the editors in a 
group have convened quarterly in Washington and 
frequently in other major cities to meet with top 
officials of business and government. Thus, A.B.P. 
editors can bring to their readers up-to-date and vital 
editorial counsel and guidance. 


Salesmen — Not "Space Peddlers’ — Being a “‘Space 
Peddler” is not enough today. Problems in selling 
advertising change quickly and radically. A.B.P. sales- 
men keep abreast of these current changes by means of 
monthly meetings where these problems are openiy 
discussed. The best thinking of all is made available to 
the group. So, if you’ve got a real tough problem, check 
it with an A.B.P. salesman. He may not have the 
answer off the cuff, but he will ‘“‘break his pick”’ to get it. 


Proud — But Not Stuffy — That’s the reason why, this 
month more than ever, you'll see a lot of the A.B.P. 
symbol at the top of this page. We have not forgotten, 
however, Theodore F. MacManus’s admonition, ‘“‘The 
Penalty of Leadership.”” We have distributed, by re- 
quest, in excess of 60,000 leaflets and booklets which we 
know have helped some advertisers realize a greater 
return on their advertising investment. We would like 
to know if we are on the right track. More important 
than that, we need to know what else we can do to 
help. A letter, phone call or visit from you will help us 
do a better job. 


THE ASSOCIATED BUSINESS PAPERS 
205 East 42nd Street, New York 17, N.Y. 


Write for “Hit the Road” and “Intensive Advertising” 
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Eagle Lock 
Creates Firm 
for Distribution 


CHICAGO—To aid manufacturers, 
wholesalers and _ distributors in 
simplifying their sales and distri- 
bution problems, the Eagle Lock 
Company, Terryville, Conn., and its 


By management 
men of theCentral 
West as the source 
of daily business 
news in the na- 
tion's greatest in- 
dustrial area. 


| parent company, Bowser, Inc., have 
|organized a national sales organ- 
‘ization, Eagle Industries, Inc., with 
headquarters here. 

The new organization was set up 
primarily to handle sales for Eagle 
Lock and products for other com- 
panies in the Bowser group, but it 
will also be available for distribu- 
tion of products of other manu- 
facturers. 

Under the present plan, Eagle 
|Industries, Inc., will provide per- 
sonnel, facilities for package de- 
‘sign, product design, development 
and engineering. It will also pro- 
vide facilities for market research, 
sales promotion, advertising and 
| other phases of selling. 


| Coast Forge Organized 
The Southern California Forge 
lof the American Public Relations 
Association has been organized in 
Los Angeles, and has elected James 
Monroe Jefferson as_ president; 
Jess Walden, vice-president; Glenn 
| Carter, treasurer; Edward A. Alt- 
|shuler, secretary, and Chet L. 
| Swital, executive director. Meet- 
ings are held every other Thurs- 
day. 


Elgin Says Swiss 
Watch Imports Hit 
U. S. Security 


ELGIN, ILL.— With apparently 
some alarm, the Elgin National 
Watch Company points out that 
she watchmaking industry in 
America is now a virtual economic 
step-child. While other manufac- 
curers built up a backlog of orders, 
Zlgin reports, the American watch 
ndustry has lost its business due 
‘0 tremendous imports of Swiss 
watches. 

Elgin maintains that military 
timing devices used by this coun- 
try’s armed forces are produced 
entirely by domestic watchmakers 
and that to weaken their peacetime 
markets is to threaten U. S. mili- 
tary security. The company also 
says that Switzerland, during the 
war, supplied military timing de- 
vices and machinery to Axis coun- 
tries. 

While Elgin does not point out 
specifically what it considers a 


jremedy, it does refer to notes 
| pened between this country and 


Switzerland resulting in the Swiss 
‘agreement to limit exports of 
| watches to the U. S. in 1946 to the 
-number it exported directly to this 
jcountry during 1945. However, 
|Elgin says, that was the biggest 
|year in history of watch importa- 
tions and even without the limita- 
tions the Swiss could not hope to 
equal it. 

Presumably what Elgin is seek- 
ing is a method of banning Swiss 
watches from sale in the U. §S., 
although it admits that jewelers 
now have large inventories of 
Swiss watches which they propose 
to sell. 


Lazarus Opens Agency 
Harry J. Lazarus, who joined 
the Central National Bank, Chi- 
cago, as director of public rela- 
tions, and later became a vice- 
president, has formed an adver- 
tising agency, Harry J. Lazarus & 
Co., with offices at 430 N. Michi- 
an Ave., Chicago. The Central 
Hetiunal Bank and its correspond- 


ent banks have named the new 
agency as advertising counsel. 


are located. 


Household. 


@ IDEAS—carefully selected and planned ideas ...there’s the reason 
for Household’s irresistible allure to 2,000,000 homemakers. Over 150 
nourishing ideas fill the pages of each issue of Household—touch on 
every vital phase of small city and town living—invite and get action 
in a home market where 66% of all non-farm single family dwellings 


Lea -Ponned 


-- PROVED FOR 
READER ACTION 


Yes, it’s this unique idea-planned editorial content that makes House- 
hold the No. 1 magazine of action in America’s rich small city and 
town market. 

If you want to cash in on this reader action (last year there were 
179,711 requests for beauty leaflets alone) put your advertising in 


OUSEHOLD. wscasine oF aerion 


(Kezmlewed FOR SMALL CITIES AND TOWNS 


CAPPER 


PUBLICATIONS, 


TOPEKA, KANSAS 


inc. 


Advertising Age, October 14, 1946 


=O) 


. s 
TOC PRE RCT ER BALL PRINT PRY i 


ORB-POINT PEN—Eagle Pencil Co. 
opened its campaign for the new Orbic 
pen with this full-color page in Collier's 
and in The Saturday Evening Post and 
Time. Albert Frank-Guenther Law is 


the agency (AA, Aug. 19). 


be 
Circus Peanuts 


in Flamboyant 


West Coast Debut 


SAN FRANcIsco—With all the 
‘delicacy of a calliope playing with 
all stops out, Circus Foods, Inc., is 
\blazing a trail of sales up and 
down the West Coast for its Circus 
peanuts. The Barnum & Bailey- 
like campaign is highlighted by 
such eye-catchers as Bonnie, an 
elephant which is a powerful ad- 
vertising medium by virtue of 
merely standing still by a 50-ton 
pile of Circus peanuts. 

Other parts of the campaign fea- 
ture banners carried by airplanes, 
children who scrawl the cam- 
paign’s slogan on sidewalks, ‘“Cir- 
cus is coming—but it’s not what 
you think!” as well as other un- 
orthodox methods of advertising. 

The promotion, begun last month 
in San Diego and moving north- 
ward, is being handled by Har- 
rington & Buckley, San Francisco 
agency. Plans for spreading this 
advertising maelstrom to national 
proportions are already under way 
and Bonnie may yet parade the 
|streets of the country contentedly 
boosting the new firm’s red-and- 
white circus-striped packages of 
peanuts. 

Circus Foods, Inc., is headed by 
E. H. Jenanyan, former vice-presi- 
dent and western division manager 
for Planters Nut & Chocolate Com- 
pany. 


Appoints Rauch 

H. Herman Rauch, formerly di- 
rector of the fair employment 
practices division of the Wisconsin 
Industrial Commission, has_ been 
named vice-president and director 
of a newly-created department of 
human relations of Geuder, Paesch- 
ke & Frey Company, Milwaukee. 


Harrison Joins Long 


R. A. Harrison, recently released 
from the Army, has joined the 
Long Advertising Agency, San 
Francisco, as an account executive. 


To Seberhagen 


Elmo Sales Corporation, Phila- 
delphia, has placed its advertising 
with Seberhagen, Inc., Philadelphia 
agency. 
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Texas Admen Seek 
Method of Ending 
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out-of-state visitors paid out about 
$3,500,000 in gasoline taxes alone. 

“The state can get a lot more 
for its advertising dollar,” he em- 
phasized, “than can the average 
business man. When you see the 
picture of a Florida bathing beau- 


publicity. This, Mr. Woodul as- 
serted, was worth more than $1,- 
000,000 to the state but had cost 
practically nothing. 


Beattie Joins Wood 


Douglas Beattie has j>sined the 


Young Joins Katz To Alford R. Poyntz 


Freeman J. Young, formerly as-| Alford R. Poyntz Advertising, 
sistant to the vice-president and/ Toronto, has been named to han- 
advertising manager of Lever Bros. | dle the advertising of Fire Fly, a 
| Company, has joined the executive | new pocket lighter manufactured 
|staff of Joseph Katz Company,/in Canada by the Eastern Trading 
Baltimore. Company, Toronto. 


State Anti-Ad Law 


DALLAS—Advertising men, cham- 


bers of commerce and publishers in 


ty or California pageant on the 
front page of your paper, you see 
something that money directly can- 
not buy. But some alert advertis- 
ing concern has used brains and a 


advertising department of G. H. 
Wood & Co., Toronto, maker of 
sanitary products. 


‘Daily News’ Ups Price 


ALD 


BROADWAY LIMITED 
Special rates have been established for 


é : aa the handling of mail destined for the 
Texas have launched a strong drive | a root Ag — | The Deily News, Burtineten, DELIVERY SERVICE Seoadwes. tinted. 
seeking repeal of restrictions | racy-Locke, Dallas agency) vt has increased its price for Li Picked up from your 


against advertising by the state. which handled the centennial cam- home delivery to 30 cents a week 

The Texas legislature cannot ap- paign in °35, showed there had because of increasing production | 

propriate money for promoting it- | been 1,000,000 inches of newspaper | costs. | 

; self as a tourist or production mec- | 
ca because Texans, 70 years ago, | 
feared carpetbaggers. This fear of 

. invading mulcters led to a clause | 


office and taken di- 
rectly to the station. 


Messengers @ Cycles @ Cars @ Trucks 
PHONE DEL. 1234 412 N. Wells St., Chicago 


—— 


C in the original 1876 constitution , 
s that still prevents the state from | 
d advertising. 

is Texas admen and others feel 


strongly that the state should toss 
out the clause and legislate at least 
$1,000,000 a year for advertising | 
and a publicity campaign. 


Woodul Tells Problem 


Walter F. Woodul, Houston at-. 
torney and former Texas liev- | 
tenant governor, explained the pur- | 


h poses of the drive at a meeting 
: here recently of admen, business 
a men and others. The Dallas Ad- 
. vertising League and Dallas Cham- - 
7 ber of Commerce sponsored the. 
y- gathering. 
od “Successful business firms are 
2. those which go in for advertising 
f their products,” Mr. Woodul de-| 
" clared, “and the state of Texas | 
” could well afford to do likewise. I 
would like to have our constitution 
= so amended that the legislature 
“4 may be able to make the necessary 
wll appropriation.” 
a He pointed out that unless the 
nd amendment is adopted when the 
il legislature meets this winter, the 
th state will be unable to advertise | 


h for another two years, because the | 
4 legislature will not meet again till 
1949. He urged newspapers to take | 


HERE'S WHAT IT MEANS 


v1 « the initiative to get public backing | | 

al for the desired amendment. | TO OUR ADVERTISERS! 
ay Must Force Action 

he 


“The members of the legislature 


T iat i i 
lly will not submit a constitutional | he, Associated Business ‘Papers, ts 


d- amendment, no matter how worthy, a national association of highest 
of simply because a small segment of type business publications. 
our population wishes it. It re- : 
by quires a widespread demand from O39 z 
Si- the people all over Texas. 
er “The legislator does not look PAID circulation as proven by ABC 
m- with favor on a change of the (Audit Bureau of Circulations) is a» 
status quo. Too, there is always. . ° t 
an insistent demand for reduced ern es 
spending by the government and od 
di- this program is in the other direc- 
nt tion, even if for a comparatively | The Association acts as a clearing 
sin small amount as legislative appro- , i hip, 
en priations go... . The voting mem- house for progressive publishing : 
pe ber ~~ - oo there . “ ideas; it constitutes the only co- { 
te) mand for the change in his dis- . : . : 
ch- trict, be it Texarkana, Amarillo or ute abbr ne ater oe, 
Bay City.” Si septal eetion decacd c ishing to safeguar e industry's 
To show that the proposed cam- THE HANDBAG BEL ER ethics and standards of practice. 
paign would pay for itself, Mr. ——— 
sed Woodul explained that when the . . 
the state legislators amended the con- : : 
Jan stitution temporarily in 1935 to It is constantly devoted to (a) in- 
ve. permit spending $500,000 to pro- creasing the usefulness of member 
mote the Texas Centennial Fair, aso . : 
publications to their subscribers; (b) J 
7 helping advertisers get a better re- 
ing turn on their investment. 
hia 


The ABP. symbol on a HAIRE paper 
means even more. For each Haire 
publication is the specialist in its 
field, bringing a reservoir of spe- 
cialized information and services 
to the interested buyers and adver- 
tisers of its specific market. 


| Each of these 
the only ABP member in its field. 


Haire merchandising papers is 


Advertising Age 
MM O0'E, Ohio St, Chicago Tele 
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factor of turnover was sometimes 


Hall Says Kroger overlooked. Today, we are inter- 
Adding Emphasis ‘ested in selling the consumer what 


she wants. If she wants national 
on Brand Products | brands, we have them. If she 
wants Kroger brands, we have 
CINCINNATI— Kroger Company them.... 
is putting greater emphasis on na-| “The customer selects the prod- 
tional brands, Joseph B. Hall,| ucts she desires, for the trend in 
president, told 300 members of the our business is toward self-service. 
Advertisers’ Club of Cincinnati|... I need hardly add that self- 
here at their opening fall meeting. service selling is the answer to the 
“In the past, most chain stores advertising man’s prayer.” 
used to give too much attention to| Mr. Hall likened present mer- 
private brands,” Mr. Hall ob- | chandising to democracy, pointing 
served. “Frankly, there was a/out that the “customer does the 
larger margin of profit, but the | voting—and she votes every day. 
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Again the mighty Mississippi forms a backdrop for 
a bright new industry in Dubuque. Blueprints are fin- 


ished and construction has begun on the Virginia 


Carolina Chemical Company, manufacturers of the 
chemical fertilizers so vital to Midwestern farming 
regions. WKBB welcomes the Virginia Carolina Com- 
pany, being built near Dubuque's sturdy old landmark, 
the Shot Tower, and is pleased to see it join other 
leading industries in lowa's fastest growing city. To 
advertise your product, take advantage of WKBB... 
first in radio listenership in Dubuque morning, noon 


and night. 


James D. Carpenter—Executive Vice-President 
Represented by Howard H. Wilson Co. 


WKB DUBUQUE 


IOWA 


AFFILIATED WITH AMERICAN BROADCASTING COMPANY! 


FALL RIVER CONTINUES TO BE ONE OF THE 
“HIGH SPOT” MARKETS IN NEW ENGLAND 


273 diversified 
manujacturing 
firms make 
possible an annual 


payroll exceeding 
$75,000,000. 


The “Made in Fall River” label now graces an amazing variety of 
manufactured articles, and the number and variety seem to increase 
each year. From the looms of Fall River’s great textile operations 
come fine broadcloths and gorgeously patterned rayons . . . plastics 
and latex products from our huge latex plant .. . millions of fine 
men’s shirts from half a dozen vast shirt companies .. . fine tailored 
clothing for men and women produced by over 50 important cloth- 
ing and manufacturing firms. And so the list goes and grows . 

in this “high spot” market in industrial New England. 


New York Philadelphia Chicago Detroit Boston Atlonta Son Francisco 


Represented Nationally by KELLY- SMITH Co. | 


“When you advertising men have 
done your job well, she will select 
your product, and you will continue 
to be elected as advertising coun- 
sel. But for the decision of the 
voters, Kroger is not responsible. 
We do not stuff any ballot boxes. 
Our cash registers are guaranteed 
to make an honest count.” 


Rod Maclean Moves 
to Union Bank & Trust 


Rod Maclean, former advertis- 
ing manager of California Bank, 
Los Angeles, has been appointed 
advertising manager of the Union 
Bank & Trust Company of the 
same city. 

Mr. Maclean, active in the Los 
Angeles Advertising Club, and a 
director of the Financial Adver- 
tisers Association, has been prom- 
inent in local advertising circles 
for 15 years, and has been in west- 
ern banking for 26 years. His 
verse and short humorous pieces 
have appeared in numerous na- 
tional magazines, and his contribu- 
tions have been used by many of 
the well known newspaper column- 
ists. 


a 
¥ 


Buchsbaum’‘s New 
Ball Pen to Get 
City-by-City Push 


CuIcaGo—S. Buchsbaum & Co. 
will shortly begin marketing a 
new, improved version of its Style 
King Magic Flow ball-point pen, 
which Sears, Roebuck & Co. was 
first to introduce last spring. 

Buchsbaum, maker of Elasti- 
Glass rainwear and Style King 
men’s toiletries, will not open: its 
promotion with national advertis- 
ing. Plans call for introducing the 
revived pen on a city-by-city basis 
and concentrating on sales in one 
city at a time. 

Advertising will consist of in- 
tensive local drives and use of 
newspaper ads, window displays 
and other dealer aids, many with 
humorous copy. Buchsbaum execu- 
tives announced that the restyled 
pen, which now has an ink replace- 
ment unit in its black barrel (for- 
merly the whole silver-colored bar- 


rel contained ink), will not be pro- 
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moted as having “atomic feed con- 
trol, 99-year ink supply or a duo- 
purpose radium-coated galupus 
valve.” 

National advertising, which has 
not yet been blueprinted, will prob- 
ably stress the Magic Flow as 
“simply a ball pen that does work 
and will do everything a conven- 
tional pen does, only better and 
for a longer period of time,” AA 
was told. 

Buchsbaum’s advertising, which 
now includes insertions in The 
American Weekly, Esquire, Parade, 
The Saturday Evening Post and 
This Week Magazine for both the 
rainwear and toiletries, is handled 
by Irving J. Rosenbloom Advertis- 
ing Agency. 


Nabisco Names Austin 


Carl C. Austin Jr., formerly 
head of the marketing research de- 
partment of Chicopee Mfg. Cor- 
poration, N. Y., subsidiary of John- 
son & Johnson, has been named 
director of marketing research of 
— Biscuit Company, New 

ork. 


Small Town food stores carry 
nationally advertised goods—in 
quantity. Distribution is no prob- 
lem. Careful cultivation of the 


market can put your brand in the 
front rank of the Small Town 
food stores. 


.-.and this preference you can 
gain easily and economically by 
using the one publication tailored 
to fit the undercovered Small 
Town Market. 


GRIT has more actual volume of 
circulation than nearly all of the 
largest circulating magazines, in 
towns of less than 1,000 population. 
* 
GRIT Is Now, More Than Ever, 
Small Town America’s Greatest 
Family Weekly, with more than 
550,000 circulation. 


GRIT PUBLISHING CO., WILLIAMSPORT 3 PA. 
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Quality, Credit 
Demands Greater, 
Say Furniture Men 


ATLANTIC Ciry—Furniture deal- 
ers throughout the country are now 
faced with demands for better 
goods and more lenient credit, and 
they must plan extensive advertis- 
ing and sales promotion for the 
future. Such was the opinion of 
furniture men attending the recent 
National Retail Furniture Associa- 
tion conference here. 

Furniture retailers are contem- 
plating unhappily the possibilities 
of being caught with overloaded in- 
ventories in the event of a slump. 
At the same time, they declared, 
consumers are becoming increas- 
ingly finicky about quality and se- | 
lection. | 

Well aware that they must ad- 
vertise heavily, retailers say that 
they must carry the advertising | 
expense with very little help from | 
manufacturers. According to the 
Wall Street Journal, the major rea-. 
son for this situation is the fact | 
that furniture makers are almost | 


without exception small business | 


men with relatively small capi- 
talization. They are unable and 
unwilling to shoulder any extensive 


advertising expenditures. | 


Income Important Factor 


Despite customers’ desires for 
more lenient credit, retailers must 
be increasingly careful of the ap- | 
plicant’s future income possibili- | 
ties, E. C. Paddon, president of the | 
National Retail Credit Association, 
told the furniture dealers. He alsx 
warned that customers are now 
more unwilling to put up with curt | 
answers and sloppy sales efforts. 

Damage from packing, always a 
major worry to furniture retailers. 
can be overcome to a large extent | 
hy increased care and use of "F | 


proved packaging methods, R. F. 
Bohman, president of the Nationa’ 
Furniture Traffic Conference, tolc | 
the convention. He also pointed out | 
that there is grave danger that | 
freight rates may be increased con- | 
siderably if dealers do not take im- | 
mediate steps to improve pack- | 
aging and thus diminish the num- | 
ber of damage claims against rail- | 
roads, which last year amounted to | 
nearly $6,000,000. 

Railroads, faced with their own | 
problems, are more unwilling than 
ever to keep on accepting such a_ 
large share of the responsibility | 
for damages, he said. 

Principal aim of furniture deal- | 
ers and makers now is to produce 
more furniture, especially for vet- 
erans. Many, however, feel that | 
in the normal course of production 
there will soon be little if any 
shortage in the market. 
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When you think ef mailing-lists— | 
think of GUILD 
76 NINTH AVENUE 
NEW YORK 11, N. Y. 
Chicago Office, 7 So. Dearborn St. 


Broza to Leave WCAU 


Stan Lee Broza has resigned 
as vice-president in charge of pro- 
grams at Station WCAU, Philadel- 
phia, effective Jan. 1, to open his 
own artist management bureau. 
He will continue as director and 
master of ceremonies of the Horn 
and Hardart “Children’s Hour,” 
heard over WCAU every Sunday, 
11:30-12:30 p.m. Joseph T. Con- 
nolly, director of news and spe- 
cial features, has been named to 
succeed Mr. Broza. 


Goodrich Promotes Two 


Thomas C. Yarnall, manager of 
sales planning of the replacement 
tire sales division of B. F. Good- 
rich Company, Akron, has _ been 
appointed manager of store mer- 
chandising. Robert Lee Reeves has 
— named to succeed Mr. Yar- 
nall. 


3 Campbell Soup 
Shows Get Full 
Network Airing 


PHILADELPHIA — Campbell Soup 
Company has placed three radio 
programs on a full network basis. 
“The Campbell Room—Starring 
Hildegarde” opened a week ago 
Sunday at 9 p. m., EST, on 140 
Columbia Broadcasting Company 
stations and 30 Canadian Broad- 
casting Company outlets. 

Robert Trout’s commentary pro- 
gram, “The News Till Now,” spon- 
sored by Campbell since April 1 on 
some CBS stations, has become a 
full CBS network program, heard 
15 minutes daily, five times a week. 

The “Jack Carson Show,” com- 


/edy program sponsored for four 


years by the company, resumed 

broadcasts Oct. 2. It is heard on 

140 CBS and 30 CBC stations. 
All three programs will promote 


_Campbell’s tomato soup during the 


early fall weeks. 

Ward Wheelock Company han- 
dles the account in the U. S., and 
Cockfield, Brown & Co. in Canada. 


Daily Boosts Ad Rates 


Effective Jan. 1, 1947, the South 
Bend Tribune will increase its ad- 
vertising rates from 19 cents to 21 
cents a line. 


Elects Mendte V.P. 


J. Robert Mendte, account execu- 
tive of John Falkner Arndt & Co., 
Philadelphia, has been elected a 
vice-president. 
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To Badger & Browning 

Scully Signal Company, Cam- 
bridge, maker of Ventalarm and 
other safety eauipment, has named 
Badger & Browning, Boston, to 
handle its advertising. A campaign 
in Time with extensive use of busi- 
ness papers is planned. 


WERC Appoints Werk 

Ben Werk has been appointed 
farm program director of the new- 
ly formed farm department of 
Station WKRC, Cincinnati. 


OPTICAL ILLUSION 


makes any view or object you wit to draw 


i enlargi reducing. Free details 
copying, arging, uc 4 ree 

Dest. 31), BEELER ENTERPRISES, NO. 
HOLLYWOOD, CALIF. 


THE 


IRVING-CLOUD 
435 N. Michigan Ave., Chicago II © 420 Lexington Ave., New York 17 ¢ Leader Bldg., Cleveland 14 
Also publishers of JOBBER TOPICS, the automotive jobbers’ ‘'Bible’’ 


PUBLISHING 


70 million monthly sales contacts with car owners! 
That’s the number of sales and service opportunities 
your products have at the 59,000 one-stop gas stations 
whose operators read SUPER SERVICE STATION 
Magazine. No other group of automotive retailers 
comes anywhere near matching them as a market 
place for your products. 


COMPANY 
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Electrical Film 
Completed for 
Utility Showings 


Los ANGELES—J. D. 


Wrather 


Productions, Hollywood, has com- | 
pleted the first of a projected | 


series of 12 films featuring the 
use of electricity which it is pro- 
ducing for the electric utility in- 
dustry on a franchise basis. 

The first film is “Buffet Time,” 


man live action. 


The films are designed for show- 
ing to the general public and will 
feature various uses and advan- 
next 


i'tages of electricity. The 
'three to be released will deal with 
| electrical cooking, 


No trade names are mentioned in 
the script, but well-known names 
appear clearly in many of the 
closeups. 


Power of Los Angeles has bought 


postwar elec- 
| trical equipment, and new uses for 
frozen foods and dehydrated foods. 


The Department of Water & 


featuring Bonita Granville as guest 
star, and with the story built 
around a sprightly puppet known 
as Matchless Mike, who is used 
to carry narration through the 
picture, in coordination with hu- 


the showings franchise for 


substantial publicity and 


motion. 


To Edit ‘Flying’ 


Flying, 


IQA WSSE|, 
1 \ WES NSS 


Sank Jtag:, 
POLAND, OHIO 


been promoted to editor. 


has been named to succeed 
Karant. 


its 


area, and other utilities throughout 
the country are expected to show 
the film widely, backing it up with 


pro- 


Max Karant, managing editor of 
published by Ziff-Davis 
Publishing Company, Chicago, 
Curtis 
Fuller, assistant managing editor, 


has 


Mr. 


yori BUSINES 


INDUSTRIAL 
BAROMETER 


“2 8 ote 28 
“a "% 


OVERSEAS, * \ 
World's Busi- 

ness and Guia rep- 

resent an — % 
barometer of the \ 
United States by carry- 4 
ing in their editorial col- 
umns timely reports, new 
production developments, 
and the personalities behind 
the American business scene. 


Each month this barometer is read \ 
by the men in top management over- \ \ 
seas. Leaders in industry, government, \ 
transportation and commerce, who want 

to get an authoritative interpretation of the 
trends in the American industrial and 
business scene, and augment their 
knowledge of American prod- 
ucts, read World's Business 
and Guia before they 
purchase. 


WORLD'S BUSINESS & GUIA 
THE EXPORT BUSINESS PURLICATIONS 

J. E. SITTERLEY & SONS, INC., Publishers « + 7ROuRTH AVE. NEW YORK 16. N. Y. 

tr Aen peatcs atemey Cems sos 


Tr arke’ 
lopment. Export Direct Mail Service 


Presents New Program 
for Stations WENR-WLS 


Under a new program structure 
for Stations WENR and WLS, 
Chicago, all live daytime shows of 
the American Broadcasting Com- 
pany will be broadcast on 890 kes. 
WENR will sign on at 4:45 p. m., 
CST, Monday through Friday, and 
will sign off to WLS at 6 p. m, 
CST. WLS will sign off to WENR 
at 8 p. m., CST, until midnight as 
in the past. On Saturday, WLS 
will sign off to WENR at 4:30 
p. m., CST, and WENR will sign 
off to WLS again at 6:30 p. m., 
CST, until midnight. Sunday time 
breakdowns will remain the same. 

One exception will be the Ted 
Malone show which will be re- 
broadcast over WLS at 2:30 p. m., 
CST, Monday, Wednesday and 
Friday. 


Appoints Lonnberg 


A. E. Lonnberg, formerly sales 
manager of Chase-Shawmut Com- 
pany, Newburyport, Mass., has 
joined the sales staff of Electrical 
Eauipment, published by Sutton 
Publishing Company, New York. 
He will make his headquarters in 
Sutton’s new offices in the Colonial 
— 100 Boylston St., Bos- 
ton 16. 


Alef Heads Aviola 


Marvin J. Alef, formerly with 
Warren City Mfg. Company as 
vice-president and board member, 
has been elected president and gen- 
eral manager of Aviola Radio 
Corporation, Phoenix. 


Gets Auto Account 


Tucker Corporation, Chicago, 
has appointed Russell, Tripp & 
Neuwerth, Chicago, as its public 
relations counsel. 


Chase Advocates 
Economic System 
Akin to Sweden's 


NEw York—Stuart Chase, in 
the last of six reports written for 
the Twentieth Century Fund, calls 
for a U. S. “middle way” economic 
system much like that worked out 
in Sweden. 

“If the mass of the people are 
prosperous, everyone is prosper- 
ous,” he asserts. “If, however, the 
upper brackets are surfeited with 
funds while the lower brackets 
have none, there will be little de- 
mand for investment and plant 
expansion. Idle money will pres- 
ently choke the whole economy, 
ruining rich along with poor.” 

He advocates: 

A series of compensatory finan- 
cial devices for smoothing out the 
business cycle, including a full em- 
ployment bill, public works, etc. 


Calls U. S. Budget Bad 


A flexible double budget as in 
Sweden “where self - liquidating 
projects are kept out of the ex- 
penditure side, and capital outlays 
are properly amortized over the 
life of the asset. The present 
U. S. budget violates nearly every 
law of business and common 
sense.” 

Social security for all Amer- 
icans, minimum wage and hour 
laws, government housing subsi- 
dies, etc. 

A practical formula for keeping 
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strikes and lockouts at a mini- 
mum. “Such a formula should in- 
clude permanent labor - manage- 
ment committees as in wartime; 
something like the ‘Training with- 
in Industry’ war program for fore- 
men and workers; comprehensive 
conciliation and arbitration” ma- 
chinery; some recognized relation- 
ships between wages, output, prices 
and profits.” 

“Perhaps the most important,” 
government aid for scientific re- 
search, and intensive stimulation 
of the social sciences. 

A stabilization board to record 
what happens in the economy. 

Mr. Chase asserts such an econ- 
omy must be coupled with some 


form of world control of the 
atomic bomb. 
Appoints Kennedy 


Edmund D. Kennedy, formerly 
sales promotion manaver of the 
Vickers division of Sperry Cor- 
poration, Detroit, has been ap- 
pointed sales promotion manager 
of the plastic division of Monsanto 
_ Company, Springfield, 

ass. 


Launches Time Drive 


United States Time Corporation, 
Waterbury, Conn., through Dorland 
International-Pettingell & Fenton, 
New York, has launched a cam- 
paign in Canadian dailies for In- 
gersoll alarm clocks and Kelton 
wrist watches. 


Johnson Joins Cooper 

L. Richard Johnson has joined 
Herbert H. Cooper & Associates, 
Los Angeles, to specialize in point 
of sale advertising displays. 


An ENGINEERING NEWS-RECORD 
and CONSTRUCTION METHODS survey revealing that con- 


struction men will buy 1 new truck for every 2 trucks now owned during 
the next postwar year or 750,000 trucks during the next five years, 


It answers such questions as: 


How many trucks construction men now own?. 


intend to buy? . . 


.. What types of trucks they 
. What types of bodies they prefer? . 
engines and accessories they prefer?. . 


. . What kinds of 


. What improvements they want on 


their postwar trucks and a host of other data useful to the top EXECUTIVE, 
AD MANAGER, SALES MANAGER or MARKET RESEARCHER concerned with 
selling trucks and accessories. 


FILL OUT THIS COUPON: ATTACH IT TO YOUR LETTERHEAD AND MAIL 


Al Paxton, Publisher 


Engineering News-Record & Construction Methods 
330 West 42nd Street, New York City 18, N. Y. 


We manufacture, sell, or have an account for a manufacturer of: 


Trucks... Tires... 


Engines. . 
Accessories...., Generators 


Drives . Axles. . 
. Batteries... . . and 2-way Radios 


“What Construction Men Want in their Postwar Trucks." 


Company, . 
Address. . 


_ Transmissions... . 


Universals.... 


Adv: 
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Gum Products’ 
New Campaign 
Plugs Three Items 


Boston—Gum Products, Inc., 
and affiliated companies have 
scheduled a national magazine 
campaign, breaking this month 
and running through May, for 
Cough-lets chewing gum cough 
drop, BOWise gum breath re- 
fresher, and Harvard Chocolate 
Coated Nut Crunch. 

The campaign will include two 
four-color pages in Collier’s, Look 
and The Saturday Evening Post, 
plus four-color half-pages in the 
same publications. All products 
will be advertised on the same 
page, but laid out to appear as a 
separate advertisement for each. 
Color insertions will be backed 
up by 17 black-and-white quarter 
pages in the same _ publications, 


plus thirteen 84-line insertions in 
The American Weekly and six 56- 
line insertions in This Week 
Magazine. Insertions of one-third 
and half pages will be scheduled 
for American Druggist, Candy 
Buyers Directory, Candy Merchan- 
dising and Drug Topics. 

Bennett, Walther & Menadier, 
Inc., here, is the agency. 


Honors Rural Delivery 

Successful Farming, published 
by Meredith Publishing Company, 
Des Moines, commemorated the 
50th anniversary of the founding 
of the rural free delivery service 
by awarding a plaque to B. A. 
Winquest, president of the Na- 
tional Rural Letter Carriers As- 
sociation, on NBC’s National Farm 
and Home Hour Sept. 28. Also, 
this month’s issue of the maga- 
zine salutes the rural carrier with 
a cover showing an Iowa man giv- 
ing mail to a farm girl and the 
lead story carries an historical re- 
view of RFD. 


Luckies Expand 
Magazine List 


NEw YorK—FEffective next Jan- 
uary, American Tobacco Company 
will restore Newsweek, The New 
Yorker and Time to its magazine 
list for Lucky Strike cigaret, after 
an absence of three years, AA has 
learned. From 24 to 26 full-page 
color insertions annually will ap- 
pear in each. 

At the same time the number 
of insertions in Collier’s is being 
increased from 20 to 24 annually. 
Luckies will continue to use 24 
insertions annually in The Satur- 
day Evening Post and 26 in Life. 

Lucky Strike was listed as 
spending nearly $982,000 in maga- 
zines in 1945. The expansion is 
expected to bring its 1947 maga- 
zine expenditures to about $1,- 
250,000. Foote, Cone & Belding is 
the agency. 


Grants License Change 


FCC has granted an application 
for assignment of license from the 
National Life & Accident Insur- 
ance Company to WSM, Inc., 
Nashville. The properties now 
used in the broadcasting opera- 
tions of Station WSM and its 
affiliated stations will be leased 
to WSM, Inc., which is the new 
operating company. Edwin W. 
Craig is president of both com- 
panies. Other officers of the new 
corporation are Eldon B. Steven- 
son, vice-president; Harry L. 
Stone, vice-president and general 
manager, and Jesse Wills, secre- 
tary-treasurer. Willis S. Graham 
has been appointed director of 
publicity. 


Carnegie in Color Pages 


Hattie Carnegie, New York, will 
promote cosmetics and perfumes 
this fall in class magazines, using 
full pages in color for the first 
time. Cecil & Presbrey, New York, 
is the agency. 


Ideas that help housewives... 


Vacations can be anything but for the woman 


with teen agers in the family or guests in the house 
who get up at all hours... keep a conscientious housewife 


busy all morning working on short orders! 


SO... suggested Mrs. Somers ...make breakfast a buffet 
affair or cafeteria style. Set out silverware, dishes, trays... 
fruit juices in the icebox, hot cereal in a double boiler or cold 
cereals in individual cartons... coffee kept hot in a new 
low heat control coffee-maker... bread by the toaster... eggs 
by the egg boiler, electric grill available... Then, self-service! 


...and mother can get on with the business of the day! 


Simple, isn’t it? But so are most good ideas. And 
Mrs. Somers is always as practical as a boss plumber 
who knows his stuff... fills her daily cookery column 
and Friday Food Pages with usable information, dated 
today ...to help fill gaps in the food supply, stretch the 
budget, better the meals, save time, effort and worry. 


If you have any idea of selling more groceries in Chicago 


... go to the Sun—where five years of supplying ideas 


have built an audience of women who appreciate ideas... 


Sun Food Pages enjoy extraordinarily high readership 
that produces profitable returns for the one-inch copy 


Table = 


of more than 200 neighborhood independents in the 

Sun Food Directory ... helps city-wide chains show big 
increases every month!. . Ask any Sun rep to show you a 
Friday issue... see for yourself this fertile food medium! 


* CHICAGO SUN 


NATIONAL REPRESENTATIVES: The Branham Company, New York, Chicago, 
Atlanta, Dallas, Detroit, Kansas City, Los Angeles, Memphis, St. Louis, San Francisco 
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DO YOU SELL 


ANY PRODUCTS 
OR SERVICES 

TO INDUSTRY? 
OR TO BUSINESS? 


OU will find the 1947 Mar- 

ket Data Book Number of 
INpusTRIAL MARKETING a valu- 
able basic tool for planning 
your sales strategy. Every mar- 
keting, sales and advertising 
executive should have his own 
copy of this fact-packed guide 
to markets and media. In this 
one book you will find: 
* Authoritative, up-to-the-minute 
analyses of 85 industrial and busi- 
ness markets. Basic sales facts to 
help you plan your sales and ad- 
vertising program. 
* Media facts. Circulations, rates 
and mechanical specifications for 
2,000 business papers. 
*The Media Data File. Complete 
market and media information on 
more than 200 of the country’s 
leading business papers. 
* Business Reference Publications. 
A complete list of directories, buy- 
ers’ guides, catalog files and other 


forms of business reference pub- 
lications. 


Here's How This 
Book Will Help YOU 
ADVERTISING MANAGERS—SALES 


MANAGERS—ACCOUNT EXECUTIVES 


The Industrial Market Data Book 
will help you analyze the sales po- 
tential for any of the 85 industrial 


and business markets ou sell. 
Look here first for basic market 
facts and media data. 


MEDIA BUYERS—RESEARCH MEN 


Here is the logical “jumping off 
place” for every study of business 
and industrial markets. The basic 
facts . plus suggestions on 
— to look for further informa- 

on. 


COPY WRITERS—ART DIRECTORS 


To whom are you addressin 
your business paper or direct mail 
advertising? Engineers? Purchas- 
ing Agents? Doctors? Architects? 
Thumb through the pages devoted 
to each market. Study circulation 
break-downs. Note the complete 
mechanical data. Here is a real 
time-saver. 


DIRECT MAIL SELLERS 


Here is a convenient, usable 
guide to directories, business refer- 
ence publications, catalog files and 
buyers’ guides and other list 
sources, 


WHAT USERS SAY... 


“‘We consult the Market Data Book 
before we even think of an advertising 
or sales campaign.’’ 

Harry Rorick, advertising manager, 

Turco Products, Inc., Los Angeles, 

“I believe every advertising man in 
this country will agree that he just can- 
not be without the Market Data Book 
in easy reach at all times.’’ 

E. T. Jones, sales promotion, 
engineering products department, 
Radio Corporation of America, 
Camden, New Jersey 

“The Market Data Book has become 
an invaluable bibliography of source 
material in outlining analyses of - 
tial markets for photography in indus- 
wy.” 


William H. Scott, market research dept., 
Eastman Kodak Co., Rochester, N. Y. 


“The Market Data Book Number is a 

‘must’ in a market research department.’’ 
. G. Thorne. 

Fuller & Smith & Ross, Ine., Cleveland 


WATCH FOR YOUR COPY 
PUBLISHED OCTOBER 25 


The 1947 Industrial Market Data 
Book will be published October 25, 
and distributed to all regular sub- 
scribers of INpUSTRIAL MARKETING, 
The Magazine of Selling and Ad- 
vertising to Business and Industry. 


Check your accounting depart- 
ment today and make sure that 
our subscription to INDUSTRIAL 
MARKETING is in force, and prop- 
erly addressed. Make sure that 
you will have your own copy of 
the useful, informative 1947 Mar- 
ket Data Book Number of 
INDUSTRIAL MARKETING on your 


desk throughout the coming year. 


INDUSTRIAL MARKETING 


The Magazine of Selling and Ad- 
vertising to Business and Industry 
100 E. Ohio St. 830 W. 42nd St. 
Chicago, Ill. New York 18 
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More Trade Groups 
Enlist Advertising, 
Spend More 


(Continued from Page 1) 


members which were subsequently 
tabulated and summarized by Dr. 
Albert Haring, professor of mar- 
keting at Indiana University. Ade- 
quate data for tabulating was re- 
ceived from 118 associations, none 
of which represented the major 
cooperative marketing groups, but 
all of which had done or were 
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FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 
onastil is areal on 
900 Kibby St., Lima, Ohio, U.S.A. 


oti, 


“Trodemorks Reg U.S. Pot OF 


planning to carry on promotional 
campaigns. 


Most of National Scope 


Of the 118 associations, 91 are 
national in scope, although 19 of 
these are interested only in prod- 
ucts which appeal to a restricted 
class or market; 18 groups are 
regional in character, and 9 local. 
A wide variety of American in- 
dustry was represented, with con- 
sumer product associations includ- 
ing food, clothing, home furnish- 
ings, beverage, insurance, appli- 
ances, etc.; the industrial product 
group representing metal, machin- 
ery, coal, supply, lumber and 
equipment industries; and _ the 
“limited or restricted” market in- 
dustries including such groups as 
specialized container and special- 
ized equipment makers. 

Of the 118 associations, reported 
Dr. Haring, 103 had actually used 
advertising and 15 were planning 
to undertake promotional cam- 
paigns in the near future. In ad- 
dition, three industrial product as- 
sociations, which had discontinued 


advertising in the- past, were 
planning to launch new campaigns. 

Ten of the associations report- 
ing had drawn up plans for cam- 
paigns and then abandoned them, 
five for consumer products and 
five for industrial products. In- 
sufficient funds and internal dis- 
agreements were the reasons given 
for failure to follow through. 


List Grows Steadily 


In 1909, the report points out, 
only one reporting association had 
employed advertising. By 1919, 
however, the cumulative total was 
10, while it was 29 by the end 
of 1929, 60 by the end of 1939, 
and 92 to date. An additional 14 
associations plan to advertise in 
the near future. 

A total of 51 groups have dis- 
continued ad programs, the com- 
mittee said, but well over one- 
third either plan to renew their 
campaigns or already have done 
so. Twenty-three are not planning 
to renew campaigns, and four are 
uncertain of their plans. 

When ad campaigns were dis- 


WOSPITAL FIELD- 
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is the hospital publication preferred by hospitals within 
the United States. That publication is HOSPITAL 
MANAGEMENT, which leads all other hospital pub- 
lications in this major classification, based upon its own 
calculations of the ABC publishers’ statements for the 
six months ending June 30, 1946. Here’s how the ABC 
papers stand: 


Publication Total Hospital Circulation in the U. S. 
HOSPITAL MANAGEMENT 5,969 
PUBLICATION B 5,426 
PUBLICATION C 5,271 


continued, these reasons were ad- 
vanced: Lack of finances (11); 
planned campaign was completed 
(8); product shortage developed 
due to the war (8); lack of sup- 
port and unsatisfactory results 
(7); the depression caused dis- 
continuance (7); the objective of 
the campaign was attained (6); 
and several “very minor” reasons. 
Among those whose finances ran 
out, who blamed the depression 
and who cited “poor results” are 
those who do not plan to renew 
their campaigns. 

“Even though some of the ques- 
tionnaires indicate that media 
selection and other similar con- 
siderations were poor, the failure 
of the campaign makes the asso- 
ciations very reluctant to under- 
take a new promotion of this 
type,” the committee observed. 


Product, Service Demand 


Of the 101 associations which 
offered definite reasons for run- 
ning an advertising or promotional 
campaign, more than two-fifths, 
or 42, advertised to increase the 
demand for the product or service 


|sold. One-fourth (26) carried on 


their programs for “publicity” and 
one-fifth (20) sought to combat 
the competition of other products 
or services. In 11 of the cases, 
campaigns were based on short- 
run special problems—to oppose 
specific legislation, publicize tech- 
niques for effective use of the 
product, or combat unfavorable 
publicity released by OPA or 
similar agencies. In two Cases, 
said the survey, ‘the associations 
advertised because funds were 
available for that purpose.” 

In the case of 49 associations, a 
survey or other research project 
was undertaken before the ad pro- 
gram was started. And of the 43 
which did not, 25 recommended 
that such research be done before 
advertising. Actual research was 
conducted by an advertising 
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agency in 19 cases, by association 
staffs in 13 cases, and, “surprising 
to note,” by outside research agen- 
cies in only 7 cases. In the in- 
dustrial product field, associations 
chose the advertising agency more 
frequently before the survey work, 
while in the consumer product 
field it was considerably more 
common to select the agency after 
survey facts were available. 


Aids Group Positions 


Advertising has apparently 
strengthened the position of asso- 
ciations in respective industries, 
the committee said, although it 
admitted that only limited data is 
available on this important point. 

Of the 90 associations answer- 
ing, 34 raised their advertising 
money through regular association 
funds (treasury, 21, dues, 13); 32 
obtained the funds through some 
form of voluntary payment (con- 
tributions 26, subscriptions 6); and 
23 groups levied an assessment 
upon the membership. Assess- 
ments were more common in the 
industrial product field, account- 
ing for one-fourth of the report- 
ing group. 

About half of the trade groups 
“ran into some sort of pitfall in 
raising advertising money,” the 
committee remarked. The most 
common comment, emphasized by 
six associations, was that the ad 
money “should be part of the 
budget from general dues.” Others 
said that sufficient preliminary 
work must be done to sell the 
general membership on the need 
for advertising. 

“One situation becomes appar- 
ent,” the report continues, “i. e., 
the need for getting the money 
in automatically after the cam- 
paign has been approved and the 
plans stabilized. In certain types 
of associations, the simplest solu- 
tion is to increase dues. In others, 
the answer is a special assessment. 
In still others the contribution 


While these figures do not appear in this form on the 
ABC statements, they are arrived at by applying the 
first percentage figure in paragraph 10 of the pub- 
lishers’ statements, to the total United States circula- 
tion shown in paragraph 11. HOSPITAL MAN- 
AGEMENT enthusiastically accepts the responsibility 
for the above figures. 


ADDITIONAL EXCLUSIVE ADVERTISING 
VALUES NOT SHOWN ON ABC 


STATEMENTS: 


Maximum visibility for all advertisements be- 
cause of modern and easily-read makeup. 


Readership—75% of superintentents subscrib- 
ing, route the magazine to their department 
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MANAGEMENT continues to sead discussions 
in the big questions of the day that confront 
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‘developed the copy theme alone. 
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plan works well. Dependence 
upon legal contracts or formal | 
pledges for collecting does not 
appear to have worked well. The 
membership must be sold on the 
advertising campaign and then a 
semi-automatic plan for collecting 
money developed to fit the needs 
of the individual industry.” 


Committee Most Effective 


Major copy themes for associa- 
tion advertising, the committee 
found, were developed through 
the combined work of an associa- 
tion committee and an advertising 
agency (21 mentions); while the 
association committee (13 men- 
tions) or the agency (13 mentions) 


Committee approval of the specific 
ads appears to be the best pro- 
cedure, provided the group can 
meet frequently and quickly; its 
membership is small, ‘the smaller 
‘the better’; and the individuals 
are “willing to compromise with- 
out personal bitterness.” 
Seventy-one of the trade groups 
found it desirable to attack the 
problem of keeping the member- | 
ship continually sold on the ad | 
campaign. Association comments 
indicated clearly that they were 
not satisfied with what has been 
done in this field, with a char- 
acteristic remark, “Damn bad.” 
Reports about advertising are 


| tising had not been affected, while | 


6 indicated that member adver-— 
tising had decreased. : 

Forty-five groups reported an 
improved copy approach in in- 
dividual member advertising, and 
50 associations said that basic ap- 
peals developed for the entire in- 
dustry had been used by individ- 
ual companies. 

“These reports about the effect 
of group advertising upon the ad- 
vertising of individual members 
indicate clearly that the associa- 
tion effort paid substantial divi- 
dends in improved member adver- 
tising,” said the report. “Again 
repeating that no association “re- 
ported detrimental effects from 
their advertising programs and 
that a very substantial number 


reported excellent results, it would 


appear that association advertis- 
ing has had a constructive effect 
upon the industries which have 
undertaken such promotions.” 


FOUR A’S TELL SIX WAYS 
TO AID ADVERTISING 

CLEVELAND—“Six things an as- 
sociation can do to maintain a 
satisfactory and efficient relation- 
ship with its advertising agency” 
were reported by Phil Gott in 
summarizing a survey of view- 
points in large and small agen- 
cies, made by the American As- 
sociation of Advertising Agencies. 

The association, it was found, 
can: ; 

“1. Centralize advertising au- 
thority in the hands of a small ad- 
vertising committee; 


“2. Maintain continuous contact | 


with the agency through a re- 
sponsible and full-time executive; 

“3. Make advertising plans on 
a long-range and continued basis; 

“4. Assure stable financing for 
the advertising plans; 

“5. Make no unreasonable de- 
mands on the agency’s time; 

“6. Let the advertising agency 
keep an objective viewpoint.” 


Favor Small Committees 


Agencies, the report showed, 
“are almost unanimous in saying 
that advertising committees should 
be limited to not more than three 
members” and all should have 
had advertising experience. 

A committee should “have full 
authority to make decisions that 
will stand up.” It may select the 
agency; should approve basic ad- 
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vertising plans, and may approve 
expenditures. 

The advertising manager should 
be “strong.” One agency empha- 


Royal AEE Photu 


SUPREME QUALITY 


123 W.Madigon St. Chicago,(2) Ill. 
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sent to members by 25 associa- 
tions; 12 send out mail and hold | 
meetings; 10 send copies of ads 
or testimonials to the member-| 
ship; and 16 use the association 
trade publication to publicize the 
campaign and its results. | 


Direct Mail Popular | 


Of the 118 groups, 87 gave de-| 
tailed information about media. | 
Among national associations rep- | 
resenting consumer product in- | 
dustries, two-thirds or more used | 
booklets. or direct mail, business 
papers and general magazines. | 
Only one-fourth of this group used | 
newspapers; one-fifth used mats) 
or services to distributors, and one-| 
tenth employed radio. Four con-| 
sumer product associations spent 
more than 90% of their money in 
booklets and direct mail; 2 spent | 
all of their money in business pub- 
lications; 9 spent 70% or more in| 
general magazines, and 2 spent 
almost all of their funds in news- | 
papers. 

Among industrial product 
groups, 14 of 29 used business 
papers most frequently, with 10 
of them spending at least half of 
their funds in this medium. Book- 
lets or direct mail were employed 
by slightly less than half; news- 
papers by one-sixth and general 
magazines by one-quarter. Radio | 
was used by only 2, newspapers | 
by 5. | 

| 


Member Ads Improved 


In general, a strong majority re- | 
ported improved conditions as a} 
result of advertising. Forty-five | 
associations indicated that group) 
advertising had affected the ad- | 
vertising of the individual mem- | 
bers, and reported that member | 
advertising had increased. Twenty- | 
eight groups said member adver- | 
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“Goody—lI’ve been looking for that 
WFDF Flint ‘Man in the Street’.” 


Ann Head’s magic pen tells a tale of romance .. . 


... HOLMES & EDWARDS' story is timed just right! 


ps has the priceless gift of youth. 
She’s vital and alert — quickly 
and emotionally responsive! 

Right now her eyes are all aglow 
with the light of a lasting love, 
for Ann Head’s new story in 
Cosmopolitan Magazine has stirred 
her impressionable mind. 

From the first page to the last, 
Cosmopolitan contains the finest 
emotional writing of the age—great 
writing that makes great reading. 
It’s inspired writing that sets the 
pulses pounding — that plumbs the 
secret places of a woman’s heart. 

And while she’s possessed by this 
mood of emotion, while she’s rap- 
turously building a green-shuttered 
dream cottage, Holmes & Edwards 
is offering her Sterling Inlaid 
Silverplate to grace her table. They’re 
pointing out their exclusive feature 


— Sterling Inlaid at the points of 
wear for longer-lasting beauty. 

They’ve picked the perfect time! 
For she has warmed to the writing 
of Faith Baldwin, Libbie Block, 
Ursula Parrott, and all the other 
gifted authors in Cosmopolitan. 

She’s the handmaiden of emotion! 
And superb craftsmen like Holmes & 
Edwards know that emotion makes 
wars, emotion makes marriages, 
emotion makes sales! 


*A Cosmopolitan advertiser since 1912 


[/osmopolitan 


GREAT WRITING MAKES GREAT READING 
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sized that “an agency’s service 
can be no stronger than the man 
delegated by the association to 
work with us.” 

The Four A’s cites “the high 
mortality of association cam- 
paigns.” Associations should be 
convinced that “when business is 
slack the need for advertising is 
greater.” Also they should plan 
on a long-term basis.. 


Must Plan Ahead 


“Appropriations should be raised 
in advance .. . all members should 
be assessed on an equitable basis,” 
in proportion to sales. Some agen- 
cies suggest that “bonds be posted 
by members, to be forfeited on 
non compliance with association 
agreements.” 

The agencies urged that “a clear 
contract” be drawn “covering the 
work to be performed and the re- 
muneration involved.” 

“If the agency is to remain ob- 
jective,” the Four A’s findings em- 
phasized, “it cannot afford to be 
drawn into conflicts between fac- 
tions within the association.” 


Business ‘Birth 
Control’ Called 
Threat to U. S. 


WaASHINGTON—Americans should 
have a clear appreciation of the 
accomplishments of our competi- 
tive system and what makes it 
go, R. T. Haslam, vice-president 
of Standard Oil of New Jersey, 
told the Advertising Club here 
Tuesday. 

Summarizing his impressions 
from a 10-month trip to 15 coun- 
tries, he said he believes that this 
country is able to have a far 
higher standard of living than any 
other because it allows “complete 
competition under a code of fair 
play.” 

The success of this country lies 
in something “far less obvious than 
the size of the population, area 
of land or the presence of nat- 
ural resources,” Mr. Haslam said. 
“T believe it is an intangible, but 
none the less real, quality of the 
economic system which we have 


of buyers of office 


equipment and supplies. 


the two important groups 


GEYER'S TOPICS, since 1877, has been the foremost trade 
paper for wholesalers and retailers of office equipment and 
supplies. It has kept editorial pace with the rapid changes 
in the industry and has forecast and interpreted trends in 
all phases of store operation and merchandise. 


OFFICE MANAGEMENT & EQUIPMENT 


is edited exclu- 


sively for the interest of office management executives in 
the nation's largest industries and organizations, the men 
who have the final voice in the purchase of supplies and 
equipment. It presents to them the best experience avail- 


able in office management and _ personnel 


A national association of business 
publications devoted to increasing 
their usefulness to their subscrib- 
ers and helping advertisers get a 
bigger return on their investment, 


problems. 


Space is sold singly or in 
combination but, together, 
these two magazines are 
the RIGHT COMBINATION 
to attain maximum sales 
among the nation's largest 
buyers. 


See S.R.D.S. or write for 
Combination Rates 


GEYER PUBLICATIONS 


Established 1877 


260 FIFTH AVENUE 


NEW YORK 1, N.Y. 


Also publishers of THE GIFT AND ART BUYER, SPORTS AGE and Trade Directories 


developed.” 

“That is not to say that our 
system is perfect as it operates 
today,” Mr. Haslam observed, “but 
unless we understand where its 
essential vitality lies, in attempt- 
ing to improve it we may inad- 
vertently impair the vitality 
seriously.” 

He warned particularly against 
restrictive practices ‘““which amount 
to ‘birth control’ in business.” 
Such measures, he explained, do 
not allow a large number of new 
businesses to come into being and 
then allow the public by their 
patronage to decide which shall 
survive. : 

“Control is taken away from 
the public and placed in the hands 
of a small group or with the gov- 
ernment,” he said. “The effect 
can hardly be to put people who 
are already in business on their 
mettle.” 


‘Code of Fair Play’ 


Comparing foreign business pat- 
terns with the American, he said 
it becomes evident that the dis- 
tinctive characteristic is “‘compe- 
tition—and competition of a very 
special kind. 

“What makes American com- 
petition different is that it is com- 
plete and far-reaching and, what 
is more important, it has been 
developed in conjunction with a 
code of fair play. 

“Here in America, competition 
is complete; that is, there is com- 
petition at all levels and from all 
directions. Geographic areas, in- 
dustries, corporations, new inven- 
tions and people, all compete with 


one another.” 
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FIRST — This national magazine page 
for Holbrook Microfilming Service will 
appear in late October. Buchanan & 
Co. recently was appointed agency. 


Brigand Perfume Bows 

Robert Piguet, Couturier, Paris, 
will introduce Brigand perfume in 
this country via a spread and 
single four-color pages in Beauty 
Fashion, Harper’s Bazaar, Town 
and Country, and Vogue, begin- 
ning with November issues. Moore 
& Hamm, Inc., New York, handles 
the account. 


Schick Promotes Graham 

George A. Graham has been 
elected executive vice - president 
and director of Schick, Inc., Stam- 
ford, Conn., manufacturer of the 
Shick electric shaver. He has been 
with the Gillette Safety Razor 
Company for 17 years, serving as 
vice-president and member of the 
board of directors for many years. 
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Holbrook Starts 
First National 
Magazine Drive 


New YorKk—tThe first national 
advertising for Holbrook -Micro- 
filming Service will break late this 
month in Business Week, Nation’s 
Business, Newsweek and the New 
New York Times magazine section. 

Copy will feature space-saving 
made possible through committing 
records to microfilm, and reports 
that the Office of Censorship re- 
duced its files from 4,800 sq. ft. 
to 40 sq. ft. by microfilming them. 
Other copy will stress duplication 
of records and filing them in stor- 
age vaults. 

A business paper campaign, 
larger than any previously spon- 
sored by the company, will break 
in mid-November. 

Buchanan & Co. is the agency. 


To Lewis Agency 

American Artists Group, New 
York publisher of Christmas cards, 
engagement books and wall calen- 
dars designed by American artists, 
has appointed Lewis Advertising 
Agency, Newark, to handle forth- 
coming advertising in magazine 
sections of Sunday newspapers, 
national magazines, business pa- 
pers and direct mail. 


Buys Dallas Magazine 
Sun-Up, published by L. Kem- 
per Wilson & Associates, San An- 
tonio, has purchased Southern 
Home & Garden, published by As- 
sociated Publishers, Dallas. The 
magazines will be consolidated 
with Sun-Up’s November issue. 


* 
eee Where P. S. 


Years ago, since we first re- 


ceived authority 


CKLW has primarily been an in- 
strument of the community .. . 
recognized by listeners and com- 
alike 

the PUBLIC 


peting — stations 
Detroit Area, as 


SERVICE Station. 


building routine keeps PUBLIC 


SERVICE foremost 


ness in countless emergencies of 
local and national scope have 
won for us two national honors 
. . . FIRST awards for PUBLIC 
SERVICE! We're proud that day 
in and day out, our staff of artists 


and announcers have helped make 


to transmit, 


lies in this, 


Market. 
in The 


Our program 


... our alert- 


000 


sentatives. 


In The Detroit Area, It's 


radio homes! 


this station the great but still 
very personal thing that it is to 


thousands and thousands of fami- 


America’s Second 


This is important too: 
our highly developed facility of 
influencing people through PUB- 
LIC SERVICE makes us a mighty 
potent means of selling both 
progress and products to The 


Detroit Area’s more than 3,000,- 


We'll crack 


your sales problem, too, if you'll 
phone CAdillac 7200... 


write, or contact our able repre- 


wire, 


5,000 Watts Mutual 
Day and Night Broadcasting 
at 800 kc. ° System 
Adam J. Young, Jr., N. Y. Rep. ° H. M. Stovin, Toronto Rep. 


J. E. Campeau, Vice Pres., and General Manager 
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Standard Oil 
Files Appeal in 
FTC Price Ruling 


Cuicaco — Leaning heavily on 
the arguments advanced in a dis- 
senting opinion by Commissioner 
Lowell B. Mason, Standard Oil of 
Indiana went into the seventh 
circuit court of appeals here last 
week to protest an FTC order pre- 
venting it from allowing tankcar 
prices to four Detroit jobbers to 
resell Red Crown gasoline at re- 
tail. 

Standard’s appeal contended 
that it had been merely meeting 
the price of competitors, and that 
the commission was illegally re- 
quiring it “to regulate, police and 
control prices at which jobber cus- 
tomers resell gasoline to retailer 
purchasers, and at retail through 


their own outlets.” 

In his dissent last summer (AA, 
Aug. 19), Commissioner Mason 
had argued that Standard was 
free to allow special discounts to 
four jobber-retailers so long as 
other fuels “of like grade or qual- 
ity” were available in the market. 


Not Violating Act 


Finding that a number of other 
fuels, as good as Red Crown, were 
in the Detroit market, he con- 
tended that Standard was only 
meeting the price of competitors, 
and was not in violation of the 
Robinson-Patman act. He denied 
that a brand-name product had to 
sell to all comers on proportion- 
ately equal terms. 

Like Commissioner Mason, 
Standard protested in its appeal 
that FTC’s order was “vague, in- 
definite and uncertain.” 

Because it is “couched in the 
language of the statute,” Stand- 
ard said, it “fails to inform with 


reasonable certainty what specific! FCC to commercial video in met- 


acts are prohibited.” 


Wm. T. Cobb Moves 


William T. Cobb, formerly a 
vice-president and previously copy 
director of Albert Frank-Guenther 
Law, Inc., New York, has joined 
Distributors Group, Inc., New 
York, as advertising manager. He 
will supervise public relations, ad- 
vertising and production of sales 
literature for the company, which 
is distributor of Group Securities, 
Inc., one of the country’s largest 
mutual investment funds. Mr. 
Cobb has also been an editorial 
writer for the Wall Street Journal 
and editorial director of Cambridge 
Associates, Boston. 


Transmitters on Way 

RCA is now in production on its 
first postwar television transmit- 
ters, which provide five kilowatts 


of output power on any one of the 
12 frequency channels assigned by 


ropolitan areas. “All elements of 
a complete television broadcasting 
system are now available to broad- 
casters,” said W. W. Watts, RCA 
vice-president. “The  establish- 
ment of television on a national 
scale... now becomes an immedi- 
ate possibility.” 


Riley Succeeds Karpie 

T. Martin Riley has been named 
art director of the Hartford office 
of Wilson, Haight & Welch, Hart- 
ford and New York advertising 
agency. He succeeds Walter Kar- 
pie, who has been appointed art 
director of the New York office. 
Mr. Riley has been with the agency 
since 1937, Mr. Karpie, since 1943. 


Howard Promoted 

W. M. Howard, formerly assist- 
ant manager of the New York 
branch of Diamond Match Com- 
pany, has been appointed head of 
its advertising book match depart- 
ment, with headquarters in Chi- 
cago. 
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AMERICAN and MUTUAL 


5,000 WATTS 


980 KILOCYCLES 


There's no worry about those 4 gallon coupons any more . . . And gasoline sales 


in the Nashville area are running well ahead of the pre-war 20 million dollars a 


year... The key to any part of this rich market is the buying power of its 190 


thousand radio families . . . WSIX attracts them with top programs of 
AMERICAN and MUTUAL. 


FOR DETAILED 
REFERENCE DATA 


MARKETS EDITION 


Represented Nationally By 
THE KATZ AGENCY, INC. 


The 


| | 
pice of 
CO Cn 


NASHVILLE 


TENNESSEE 


i THEE 


| 


WSIX gives you all three: Market, Coverage, Economy 


IS BUSINESS. 


BOOMING 
IN OHIO? 


How far above the pre-war level 
is employment in this important 
manufacturing state? Has the 
per-capita income kept up with 
or surpassed the average for the 
United States? For other states 
in this section of the country? 
How about farm income? How 
high on the list is Ohio with 
respect to retail sales? How 
does Cleveland compare with 
Youngstown in retail sales per 
family? 


The answers would fill more 
space than there is in this ad- 
vertisement. In fact the answers 
to these questions and a vast 
number of others which could 
be asked, fill 14 pages in The 
Market Data Book. The simple 
way to get these answers and 
the answer to any of your prob- 
lems and questions about th 
Ohio market is to 


LOOK IT UP IN 
THE MARKET 
DATA BOOK 


There, the editors have com- 
piled, analyzed, condensed, and 
tabulated a great volume of in- 
formation about Ohio. And 
there, great media serving the 
Ohio market tell their story of 
how to reach Ohio people. 
Factual presentations on how 
they serve, the influence they 
wield, the manner in which they 
pile up sales records are filed by 


The Cincinnati Enquirer, 
Cincinnati 


General Outdoor Adver- 
tising Co., Youngstown 


The Columbus Dispatch, 
Columbus 


The Akron Beacon 
Journal, Akron 


General Outdoor Adver- 
tising Co., Dayton 


Youngstown Vindicator, 
Youngstown 


The Market Data Book provides 
the most complete compilation 
of market information available 
in a single volume. It uses 
official data from federal, state, 
county and city statistical bu- 
reaus, making possible a uni- 
form yardstick for measuring 
comparable markets. A whole 
library of statistics would be 
required to match the informa- 
tion contained in this single 500 
page volume. 


The Market Data Book is used 
by national and large regional 
advertisers and their agencies 
all over the nation. It is the 
springboard from which count- 
less campaigns have been 
launched. 


For factual information about 
markets and media, look it up in 


THE MARKEWT 
DATA BOOK 
100 E. Ohio Street 
Chicago 11 
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The rates for this department are as follows: “Help Wanted,” 
and “Representatives Available,” 50 cents a line, minimum charge $2. 
spaces per line; light body face 34 per line. 
Thursday noon, 11 days preceding publication date. 


THE ADVERTISING MARKET PLACE 


“Positions Wanted,” 


POSITIONS WANTED 


“Representatives Wanted,” 


Figure bold face heads 25 letters and 
Box numbers add two lines. Terms cash with order. 
Display advertisements take card rates. 


Forms close 


HELP WANTED 
FRED J. MASTERSON 
Advertising & Publishing 
Personnel 
Placements of all types with leading 
organizations 
185 N. Wabash Ave., Chicago 


; RETOUCHING ARTIST WANTED 
‘ Good opportunity and salary with 
ia) studio doing only high class work. 
; Must be capable of handling photo- 
graphic and mechanical retouching. 
Midwestern city. Permanent posi- 
tion. Write giving qualification, de- 
tails and. other helpful information. 

Box 8455, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Placement anywhere in the 

United States 
GEORGE WILLIAMS—Personnel 
209 S. State St., Har. 2063, Chicago 


ADVERTISING AGENCY SEEKS 
young man capable of placing large 
volume of small ads, figuring rates, 
ordering limited amount of art work 
and pilates, and taking care of usual 
agency routine. State age, ex peri- 
ence in detail and salary desired. 

Box 8502, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


| 


HELP WANTED 
EXCEPTIONAL OPPORTU NITY 
Agency in Ohio has opening for man 
under forty. Must be experienced 
copy writer and idea man, capable 
of contacting present accounts and 


soliciting new _ business. Artists, 
production and space departments 
relieve you of detail work. Give 


names of manufacturers or products 
you have promoted, your age, basic 
salary you require and references. 
Our employees know about this ad- 
vertisement. Write 

Box 8615, ADVERTISING AGE, 

100 E. Ohio St., Chicago 11, Tl. 
LAYOUT & LETTERING ARTIST 
Splendid opportunity for an experi- 
enced artist in a substantial studio. 


Work on salary or hourly basis. 
Write giving details, qualifications 
and other helpful information to 
Hittle Studios Ltd., Artists and 


Photographers, 199 W. 
Akron 3, Ohio. 


Market St., 


POSITIONS WANTED 
VET—AGE 42, desires adv. sales pos. 
with reputable pub. Background, 18 
yrs. selling & merch. on outstanding 
trade pub. & metro. newspapers. 

Box 8508, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


POSITIONS WANTED 
SOUTH AMERICAN, 34 
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MISCELLANEOUS 


| ADVERTISING—SALES 
PROMOTION MANAGER 
Creative ad man with executive abil- 
ity and more than 15 years’ experi- 
ence in trade & consumer advertis- 
ing, direct mail, publicity & national 
shows seeks connection with sales 
|}minded manufacturer. Solid back- 
| ground in media, research, copy, lay- 
/out, production, budgets — knows 
specialty selling. Now employed 


with eleven years of experience in| midwest, location unimportant. Can 
advertising. Actually working in 4A |furnish top references. 


Agency. 
American markets. 
and writer. Copy. Creative and con- 
tact works. Desires better position 
in New York or Latin America. Full 
background and highest references. | 
Box 8503, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


SMALL AD AGENCIES: 
Contact me for artwork. Lettering, 
layout, cartoons, ideas. Mailorder 


exp. Low rates; state requirements. 
Allan K. Jensen, Audubon 1, Iowa 
RADIO SPOTS, COMMERCIALS 
skits, ete., written by free lance 
writer for Ad Agencies, Mfers., etc., 
All propositions considered. E. Eller, 


803 Curtis St., Albany 6, Calif. 


ADVERTISING—PROMOTION 
AND RESEARCH DIRECTOR 
Wide, sound experience; Ad agency 
research director, product and news- 
paper promotion. Branch mer. of 
well known marketing consultant 
firm. Excellent references. Will sub- 
mit samples. Now employed in 

N.Y.C.—free to travel. 
Box 8504, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


Wide knowledge of Latin | 
Radio arenes | 


Box 8505, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
MR. ACCOUNT EXECUTIVE 
Don’t let routine duties interfere 
with your new business activities. 
I am able to adapt myself to your 
needs quickly and efficiently. I have 
some adv. experience and excellent 
|qualifications. An interview will 
| convince you. 
Box 8514, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
ADVERTISING—SALES 
PROMOTION MANAGER 
With background of more than 15 
|years in department store, newspa- 
|per and radio. Thoroughly familiar 


| with art, copy, layout, production, 
|research. Age 34; married. Seeks 
|permanent connection with sales- 


|minded manufacturer or growing 
agency. Prefer small or medium size 


city. 
Box 8506, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
| ASSISTANT ACCOUNT EXECUTIVE 
or copywriter. 29 year old veteran 
| with Chicago agency desires change. 
6 years experience in copy, layout 


Krom-a-Tone Post Cards 
Newest, most economical way to 
display any product. 
Samples on Request. 
Graphic Arts Photo Service 
Box 365-A, Hamilton, Ohio 


FOR SALE—Model 5300 Dupligraph 
Machine in good condition. Any rea- 
sonable offer takes it. 
Box 8510, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ESTABLISHED 
WEEKLY PUBLICATION 

in non-competitive field for sale. 
Exceptional opportunities for ex- 
pansion. Low overhead. $50,000.00 
required. 

Box 8511, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Public Relations 
Man Wanted 


@ Mid-western advertising 
agency, 4 A member, staff of 
75, rapidly growing, with na- 


haine of 
your business 


If he isn’t an enthusiast, 


he isn’t a subscriber to The ROTARIAN 


If you had some way to line up a cross-section of 
the really alive, enthusiastic business and com- 
munity leaders in every center of any consequence 
in America... 


—and could get them to talking about your 
product or business... 


—what a potent country-wide sales force you'd 
have! 


Well, as near as it is humanly and magazine-ly 
possible, The Rotarian’s circulation gives you 
exactly this set-up. 


Here are 220,000 locality leaders—selected and 
elected not by us or by themselves, but by other 
top men of their own communities. 


Their enthusiasm for Rotary includes enthusiasm 
for their own magazine. 


— foadon-readen inioust 


_ se 
? ai j 


~~ 35 East Wacker Drive, Chicago 1, Illinois 


i 


and production. Working on nation- 
al consumer accounts. Have trade 
and industrial background. Want 
chance to grow and learn. 

Box 8507, ADVERTISING AGE 
100 E. Ohio St.; Chicago 11, Ill. 
NOW-—GET ALL THREE! 

IN ONE READY-TO-WORK, 
ABLE-TO-PRODUCE 
WOMAN COPYWRITER 
4 yrs. Gen’l Agency Copywriting 
2 yrs. Newspaper Copy & Production 
1 yr. Retail Fashion Experience 
I won’t work cheap. I insist on 
Chicago. But I can sell for you as 
I have sold for. others; food, fash- 
ion, major appliances—and every- 
thing between and beyond. 25 yrs. 
old, with briefcase full of result- 
proven samples and unsolicited ‘tes- 


tional reputation needs a high 
grade PUBLIC RELATIONS 
MAN. 


This is not a publicity writing 
job but one requiring experi- 
ence in broader phases of Pub- 
lic Relations. 


Experience in banking or finan- 
cial field quite desirable. 


Please give age, experience, 
salary bracket, references and 
all details in first letter. Re- 


| timonials. | PRETENSE A plies strictly in confidence. 
ox 8509, TE SING mw) + 
100 E. Ohio St., Chicago 11, Ill. Our employees know of this 
= 2k Ot advertisement. 


REPRESENTATIVES WANTED 
ADVERTISING REPRESENTATIVE 
wanted for weekly aviation news- 
paper with coverage in the South- 
west. For detailed information 
write M. I. Hall, 1007 A 18th St., 

Lubbock, Texas. 
LEADING WEEKLY LABOR NEWS- 
PAPER with 70,000 paid circulation 
in large Mid-western city desires 
National advertising representation. 


Box 6585, Advertising Age 
100 E. Ohio St., Chicago 11, Ill. 


Box 6585 


Now carrying leading local mer- 
chants on regular schedule, also 
large chain food stores. Give full 


information as to experience and 
background. 
Box 8513, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


REPRESENTATIVES AVAILABLE 
EXPERIENCED MAN. 20 years as 
space representative ABC and CCA 
magazines in business and general 
field, excellent record. Resourceful, 
trustworthy and energetic. Served 
for past 6 years as Midwestern 
Manager for leading business paper 
publisher. Will consider exclusive 
arrangement or can serve several 
non-conflicting magazines on per- 
centage basis. Publications must be 


WANTED—MAGAZINE ADVERTISING 
REPRESENTATIVE 


Good salary and liberal expense account. Can 
make his own future. One of most selective, 
high income circulations in U. S., but much 
educational wi need A magazine of com- 
munity leaders but not a fraternal publication. 
The man we want may be young with fots of 
drive or mature with experience, but must 
know agencies and their clients. He must 
like to sell, meet people, work hard 


sistent. vith 


, be 
We want a man who will i 
this job, make it a career Write te “with 


: . Write in full 

reputable with attractive business |] confidence. Our people have seen this ad. 

potential. Box 6588, ADVERTISING AGE 
Box 8512, ADVERTISING AGE 100 E. Ohio Street, Chicago 11, Gilinois 


100 E. Ohio St., Chicago 11, 111. 


The Only New Orleans Station 
Using all these means to 


Build Listenership Continuously 


@ 24-Sheet Posters 

@ Newspaper Advertising 
@ Street Car Dash Signs 
@ Point-of-Sale Displays 


Folks turn first to 


| NEW ORLEANS © 


EPARTMENT OF LOYOLA UNIVERS! 


The Greatest Selling Power in the South's Greatest City 
50,000 WATTS — CLEAR CHANNEL — CBS AFFILIATE 


Represented Nationally by The Katz Agency, Inc. 
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Pet Milk Puts 
Ad ‘Eggs’ in One 
Basket, Prospers 


NEw YorK — That saying about 
the danger of putting all your eggs 
in one basket probably wouldn’t 
impress anybody around the Pet 
Milk Sales Corporation. 

Last week when Pet Milk’s 
“Saturday Night Serenade” on the 
Columbia Broadcasting System 
celebrated its 10th anniversary on 
the air, the sponsor and network 
took occasion to point out that all 
of Pet Milk’s national consumer 
advertising budget since 1937 has 
been spent with CBS—and Pet 
Milk’s business has done right 
well, thank you. 

Pet Milk started advertising over 
CBS in 1933 when it introduced 
the Mary Lee Taylor program of 
home economic talks. That year 
Pet Milk spent $358,632 on con- 
sumer advertising, $26,418 of it for 
CBS time. Sales for 1933 totaled 
$15,682,833. 

In 1936 “Saturday Night Sere- 
nade”? was inaugurated. In 1943, 
after 10 years of advertising with 
CBS, Pet Milk sales, exclusive of 
war and government contracts, 
reached an all-time high of $66,- 
210,348. In 1945, the company’s 
sales, again eliminating war and 
government eontracts, reached 
$79,311,480, or more than five 
times the 1933 figure. 

The Mary Lee Taylor program, 
still aired for Pet Milk, today is 
the oldest continuous program on 
CBS. Gardner Advertising handles 
both this show and “Serenade” for 
the advertiser. 

C. J. Hubbard, advertising man- 
ager of Pet Milk, feels that “the 


fine job of selling’ done by the} 


two CBS shows is responsible in 
great measure for the company’s 
consistent gain in sales. 


Celanese Promotes Two 

John J. Keville Jr. has been 
promoted by Celanese Corpora- 
tion of America, New York, from 
assistant director of molding ma- 
terials to director of product ap- 
plication of the plastics division. 
He will be succeeded by Frank 
Sanford, recently released from 
the Navy, who was formerly at- 
tached to the Celanese plastics 
division offices in Detroit and Day- 
ton. 


Junior 
Account 
Executives 


@ One of oldest and most sub- 
stantial mid-western advertis- 
ing agencies needs two junior 
account executives. 


Must be good copy writers, 
and should have some agency 
experience. Ages 30 to 35 pre- 
ferred. 


Please give age, experience, 
salary bracket, references and 
all details in first letter. Sam- 
ples are important and should 
accompany application. 


Replies held strictly confiden- 
tial. Our employees know of 
this advertisement. 


Box 6586, Advertising Age 
100 E. Ohio St., Chicago 11, Ill. 


Box 6586 


CBS Auto Advertising 
Exceeds $53 Million 


The Columbia Broadcasting 
System has published a two-color 
illustrated booklet, “Fifty Years 
on Wheels,” embodying the script 
of a network broadcast last June 
saluting the golden anniversary of 
the auto industry. Incidentally, 
CBS reported, the auto industry 
up to last Jan. 1 had spent a grand 
total of more than $53 million for 
advertising on the network. 

The booklet was mailed to CBS 
clients, advertising agency execu- 
tives, leaders of the auto industry 
and others “as a token of the con- 
tinuing partnership of two of 
America’s key industries.” 


Three Fairchild Papers 


Freeze Circulation 


Three Fairchild publications— 
Daily News Record, Retailing 
Home Furnishings and Women’s 
Wear Daily—have frozen their 
circulation lists, due to the con- 
tinued scarcity of newsprint. 

Applications for subscriptions 
will be accepted to be placed on 
a waiting list. 


Expect Decision 
Soon on Newsprint 


Price Decontrol 


WASHINGTON — OPA Chief Paul 
Porter promised the newspaper 
industry advisory committee last 
week that he will decide within a 
few days whether to remove news- 
print from price control. 

Repeating the position it had 
taken earlier before the Boren 
newsprint committee of the House, 
the industry urged immediate steps 
to remove ceilings, in order to en- 
courage the flow of additional 
newsprint to this country. 

In the past OPA has protested 
that removal of newsprint from 
price control would result in di- 
version of pulp from book paper, 
tissues and other products. Paper 
producers had answered, however, 
that no additional pulp could be 
diverted because the industry is 
operating at 99% of capacity. 

Removal of ceilings now would 
enable producers to plan addition 


of more efficient machinery and 
new capacity which will eventu- 
ally overcome the shortage, they 
said. Failure to remove price con- 
trol might result in conversion of 
newsprint machinery to more 
profitable products. 
Representatives of the Civilian 
Production Administration urged 
newspaper publishers and Cana- 
dian producers to begin negotia- 
tions on an agreement stabilizing 
newsprint prices during 1947. 


Seventeen Cosmetics 


Increases Advertising 


Seventeen Cosmetics, New York, 
creator of makeup for teen agers, 
in a “greatly expanded” advertis- 
ing program for the remainder of 
this year, has scheduled pages and 
spreads in color in eight consumer 
publications and a special cam- 
paign in business publications and 
medical journals. Consumer maga- 
zines scheduled include Calling All 
Girls, Cosmopolitan, Deb, Miss 
America, Modern Screen, Motion 
Picture, Movie Story and Photo- 
play. Other publications include 
Beauty Fashion and Girls & Teens, 
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Merchandiser, and Hygeia and the 
Journal of the American Medical 
Association. Batten, Barton, Dur- 
stine & Osborn, New York, is the 
agency. 


Promotes R. E. Doolittle 


Richard E. Doolittle, assistant 
manager of the Chicago branch of 
Sterling Drug, Inc., has been 
elected divisional vice-president 
in charge of the Dr. W. B. Cald- 
well Company division, Monticello, 
Ill. Mr. Doolittle, formerly presi- 
dent of the Cal-Aspirin Corpora- 
tion, which was acquired by Sterl- 
ing 13 years ago, succeeds Max- 
well R. Hott, resigned. For 10 
years before joining the Chicago 
branch, Mr. Doolittle was assist- 
ant manager of the Wheeling, W. 
Va., branch. 


CBS Adds 16lst Outlet 

WDAD, Indiana, Pa., on Nov. 4 
will become the Columbia Broad- 
casting System’s 16lst affiliate. 
The station will be a bonus out- 
let to WARD, Johnstown, Pa. 
WDAD operates on 250 watts and 
is owned by the Indiana Broad- 
casting Company, of which Paul 
J. Short is president. 
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Two to Stewart, Brown 


Fred R. Haviland Jr., formerly 
director of market research for 
Foote, Cone & Belding, Chicago, 
and Henry C. Luders, formerly 
senior staff analyst for Booz, Allen 
& Hamilton, New York, have joined 
Stewart, Brown & Associates, New 
York market research and dis- 
tribution consultant, in the con- 
sumer and industrial research di- 
visions, respectively. 


MacMillen Joins ASA 

Frank MacMillen has resigned 
from the staff of the New York 
Times to become director of in- 
formation for the American Stand- 
ards Association, New York. For 
10 years before joining the Times, 
he was financial news editor for 
the Associated Press. 


No. | Publication 
in a No. { Market DATA BOOK 


WOOD [= 
PRODUCTS 


For Detailed 
Reference Dota 


THE MARKET 


Business Papers 
Report 7% Ad 
Volume Decline 


CuiIcaco—Business papers in the 
first nine months this year carried 
0.8% fewer pages of advertising 
than in the same period last year, 
according to Industrial Marketing’s 
latest monthly tabulation. 

Advertising in 177 business 
papers in September issues was 
7.3% less than in the same month 
last year. The drop brought the 
total for industrial, class, trade and 
export publications below 45 
cumulative totals for the first time. 
They have carried 215,747 pages 
this year, compared with 217,394 
last year. 

The 107 industrial publications 
showed the largest loss in Sep- 
tember, as they did in August 
(AA, Sept. 9). They ran 16,093 
pages in September issues, 13.2% 
less than the 18,539 a year ago. For 
the first nine months they ran 
143,803 pages, against 155,800 last 


year, or a decrease of 7.7%. 

Trade, export and class pub- 
lications are still well ahead for 
the nine months. The 36 trade 
publications carried 5,256 pages 
last month, 9% ahead of the 4,818 
in September, 1945, and in nine 
months they carried 43,197 pages, 
which keeps them 19.7% ahead of 
last year’s issues. 

The 15 export papers, while 
running 1,525 pages last month or 
5.8% less than in September, 1945, 
are still 10% ahead for the nine 
months with a total of 12,004 
pages. 

In the class group, 19 papers 
carried 2,006 pages, 8.3% more 
than the 1,852 carried in the same 
month a year ago. Class publica- 
tions have carried 16,743 pages in 
nine months against 14,592 last 
year, for a gain of 14.7% so far 
this year. 


Inland Moves NY Office 


Inland Newspaper Representa- 
tives Inc., has moved its New 
York office from 512 Fifth Ave. to 
41 E. 42nd St. 


—— 
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Interested in 
the great Latin 
market? ... 
Write for your 
copy: The Story 
of The Herald 
Clipper Edition. 


GREATER 


MIAMI— “AN 


“You said yourself I got no idea how many cars you could 
sell to Florida's Floating Population.” 


You can’t blame the farmer for his enthusiasm. He 
knows the terrific buying impact of Florida’s tourist 
invasion . . . knows that Florida’s visitors constitute 
one of the nation’s greatest markets. 


Here’s a tip! The one SURE way to sell this vast, 
buy-hungry audience is to reach them through their 
favorite Florida daily. The Miami Herald has long 
been a dominant voice throughout the entire state. 
And now, with its Clipper Edition flown daily to 
Latin America, it is also helping to shape the buy- 
ing habits of a great new international audience. 


INTERNATIONAL MARKET!” 
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SEPTEMBER BUSINESS PAPER ADVERTISING VOLUME 


These figures, compiled by Industrial Marketing, must not be quoted or reproduced 


without written permission. 
and have standard 7x10 type pages. 


Pages Pages 


1946 1945 
Industrial Group 
pS” ara *109 *278 
Air Conditioning & Refrig- 
eration News (w) 


(11x%x16) 406.0006+90 600 $\t73 *47 

American Aviation (semi 

Ser ar eeakecee *55 *102 
hunantean Builder .....0+- 130 181 
FE eee 128 180 
American Machinist ssodinss *515 *601 
Architectural Forum ... 144 203 
Architectural Record .... *145 *128 
Automotive & Aviation In- 

dustries (semi-mo) .... 244 865 
Po eer rrr eee 118 243 
Aviation Maintenance .... 56 89 
Bakers’ Helper (bi-w).... 152 145 
MEET, 8545040 4064.64 6660 72 63 
Brewers’ Digest .......... 33 36 
Brick & Clay Record..... *43 *33 
Bus Transportation ...... 209 237 
Butane-Propane News ... 82 77 
SS, Rae *785 *t106 
Ceramic Industry ........ *66 *59 

hemical & » 

.. Seer 107 85 
Chemical Industries ..... *109 117 
Chemical & Metallurgical 

Engineering ........0... 1299 394 
Civil Engineering ........ 43 43 
Serer 1139 151 
Construction Digest (bi-w) *]115 *100 
Construction Methods 

WEED 649.0.6066000060066 145 150 
ND i.5.4:4.004 60s cues 54 52 
Contractors & Engineers 

ww (STEI4E) ccccce 57 59 
SR otis seed akon aes 144 157 
Sleael Progress (osstt).. 66 100 
Electric Light & Power.. 78 84 
Electrical Contracting .... 197 136 
Electrical South ......... 70 65 
Electrical West .......... 85 94 
Electrical World (w)..... 266 855 
III, 505 505:5:4.0:400.0 *215 *337 
Engineering & Mining 

WINE 55669.4:39 64-40-84 68% 1124 143 
a ented News Record 

OEP TC ree ere ee «. *(1358 392 
Feder Management & 

Maintenance .......... 298 397 
Fire Engineering ........ 38 40 
Food Industries ......... 1187 204 
peal Per reer ys 191 217 

insects absoseuedeaas 56 5 
Gas BRO CHW) occ cieccee *80 *§110 
Heating, Piping & Air Con- 

| ERR ra 149 168 
Heating & Ventilating.... 76 82 
Industrial & Engineering 

Chemistry (2 editions) .. 167 170 
Industrial Finishing 

CBURMETE? os tasccscecves 80 88 
Industry & Power........ 136 153 
i ee UE. Raa *+632 *766 
ee are *195 82 
Machine Design ......... *221 *333 
Machine Tool Blue Book 

PRENUED 6 6'66006048440.6 298 362 
Sr err 346 379 
Manufacturers Record ... *44 *§112 
Marine Engineering & 

Shipping Review ....... 150 277 
Materials & Methods...... 181 227 
Mechanical Engineering. . 110 138 
Mechanization 

(4 18/16x7 5/16) §175 83 
Metal Finishing 68 114 
Metal Progress 151 162 
Mill & Factory 264 349 
Mining & Metallur 33 26 
Modern oo Shop 

PEED. Sawecnesdaces 813 358 
Modern Packaging ..... * *132 *148 
Modern Plastics ......... *167 #377 
National Bottlers’ Gazette. 187 115 
— Petroleum News 

OOS 640d £4.9.06.88:60 44 157 
Nationai Provisioner (w). $160 $137 
Oil & Gas Journal (w)... *§||}562 *§t679 
el WOO (WW) ..cccesec *$it324 */270 
Organic Finishing ........ 14 21 
Paper Industry & Paper 

aera 105 10 
Paper Mill News (w)..... *$7110 *§1158 
Paper Trade Journal (w). *+180 *§230 
Petroleum Engineer ...... 166 188 
Petroleum Refiner . cas 181 226 
Pit & Quarry....... *144 *133 
BE in 6555.088 6465.0046.6-0 246 284 
Power Plant Engineering. 128 160 
Practical Builder (104%4x15) 38 87 
a eer 60 72 
Product Engineering ..... *304 *408 
Production Engineering & 

Management ........... 94 147 
Products Finishing 

EOUEMED 65 045.64%f6006% 73 82 
Progressive Architecture. . 98 104 
reer 257 299 
Railway Age (w)......... F245 322 
Railway Purchases & 

ear 175 140 
Roads & Streets.......... 84 102 
Bg aaa *96 *86 
Sewage Works En — 4 17 21 
Southern Power Indus- 

errr eee 102 124 
Steel CE cdusateenecsutes * $560 594 
a errr ree rrr ee $47 28 
Telephone Engineer ...... *58 *56 
Telephony (W) ........... *§]110 = *]/ $127 
TOGO WORMS 6i60s0scsce 246 
pee *99 *93 
Tool & Die Journal 

MUSE. 6i-s4 560.400 -06a 46 139 184 
Water Works Engineering 

SEND sc iceanvecuevtaess 8 §90 
Water & Sewage Works. . 17 68 
Welding Engineer ........ 73 82 


West Coast Lumberman.. *112 *118 


Unless otherwise noted all publications are monthlies 


Pages Pages 
1946 1945 — 
Western Construction 

(RAE ee lll 113 
Wood Worter «22. .cscccs *72 *66 
Woodworking Digest 

CIRMEORD © o.da4s4404 60000 108 ~ 89 

er 16,093 18,539 

Trade Group ; 
American Artisan ........ 108 1ll 
American Druggist ...... 189 174 
Boot & Shoe Recorder 

 - "arene *197 *167 
Building Supply News.. 125 106 
Chain Store Age— 

ye Edition 

Combination ......... 81 44 

Druggist Edition ....... 150 137 

Fountain Restaurant ... 29 22 

General Merchandise 

Variety Store Editions 156 187 

Grocery Editions ....... 108 118 
Commercial Car Journal.. 209 238 
Domestic Engineering ... 154 149 
— Merchandising 

| aaa eee 167 *183 
Electrical Wholesaling ... 1120 115 
Farm Implement News 

. AR 151 134 
Fueloil & Oil Heat........ 89 716 
CSUNOE ED TUEOD scecccccces $161 $1138 
CE BREE <a. 6 i's wha cweeke 15 10 
Hardware Age (bi-w)..... 482 344 
Hosery & Underwear Re- 

PES errr rr 129 4125 
sanaier’s Cirecular— 

DE i caccebnawsee<s 859 278 
Lingerie Merchandising... 64 69 
Liquor Store & Dispenser. 72 63 
Men’s Reporter (9x115¢).. 176 187 
Mill Supplies ...... Rakes’ 252 275 

RED 04 05444.0460666440445 148 188 
TS . Pee ere eee 132 150 
NJ (National Jeweler) 

RURMNOD 5.06.40:60.6-0:8:5 66's 847 288 
Office Appliances 

SPOUT cicebcccceces 230 175 
Photographic Trade News. 4110 997 
Plumbing & Heating Jour- 

WE. cceuishtadsags<s0-ess.s 58 48 
Sheet Metal Worker...... 72 17 
Southern Automotive 

PS err ceri 120 104 
Southern Hardware akon 1938 90 
Sporting Goods Dealer.... 180 148 
Syndicate Store Merchan- 

diser (444x65) ....... e 128 1383 

, eee er eee eee 5,256 4,818 

Export Group 
American Automobile 

(Overseas Edition) ..... 51 44 
American Exporter (two 

MEY -2idaudaces-se ces 4 442 
Automovil Americano .... 714 65 
Caminos Y Calles......... 628 141 
Parmaceuticd ......ese00. 79 63 
Hacienda (two editions).. 128 125 
Ingenieria Internacional 

DUPE 6.0.608060006 14 83 
Ingenieria Internacional 
MENEEEL. 8.6 6.6.64.6045:00 6 22 144 
Aficina Mecanica anne 

ee 5 rrr 128 138 
Petroleo fatoramericnno.. 670 71380 
Revista Aereo Latino 

BO, 6 sdccne avon ee *29 *42 
Revista Rotaria .......... 12 1l 
Spanish Oral Hygiene 

(46/1687 B/16) nw ccccces 52 
Taller Mecanico Moderno 

(quarterly) ....... ee 28 1388 
World Petroleum ........ 96 101 

TONE Gsbaviswess seaunes 1,525 1,619 

Class Group 
Avast Age (w) 

err +4266 222 
American Funeral Director 191 59 
American Hairdresser .... 79 74 
American Restaurant .... 92 15 
Banking (7x10 3/16) ..... 13 86 
ee 150 147 
Distribution Age ......... 73 76 
Hospital Management..... 101 89 
Hotel Management ....... §136 $96 
Hotel World Review (w) 

Co ee errr *+40 *$41 
Industrial Marketing ..... 108 134 
Medical Economics 

fl | Perrier rr 114 122 
Modern Beauty Shop...... 107 78 
Modern Medicine (44,x6%) 164 143 
Oral Hygiene 

Ces 8 @ 5) | 136 149 
Restaurant Management. . 75 62 
Scholastic Coach ......... 51 40 
School Management 

2) |) eee 43 389 
Traffic World (w)........ 1038 126 

(.. SPPeee ere rere ere 2,006 1,852 


*Includes pong advertising. 
§Includes special issue. 

1Estimated. 

|Last issue estimated. 

+Last two issues estimated. 

®Two issues. 

2Three issues. 

tFive issues. 

‘Not including Lingerie Merchandising 


223 | now published separately. 


*Monthly starting January, 1946. 

™Not including Organic Finishing now 
published separately. 
seen 7x10 inch page starting May, 


a based on 9%x18% inch type 
"eptember and October issues combined. 


Micro Elects Gilmore 


William W. Gilmore, executive 
vice-president of the Micro Switch 
division of First Industrial Cor- 
poration, Freeport, Ill., has been 
elected president, succeeding Wal- 
ter B. Schulte, who is retiring ef- 
fective Dec. 15. 


Mrs. Beck Dies 


Mrs. Thomas H. Beck of Wilton, 
Conn., wife of the president of 
Crowell-Collier Publishing Com- 
pany, died Oct. 8 in Lenox Hill 
hospital, New York. The former 
Dorothy Wright Miller, she was 
an executive of Marshall Field & 
Co., Chicago, and of Lord & Tay- 


lor, New York, before her mar- 
riage to Mr. Beck in 1927. She 
had been a national executive of 
— Scouts of America since 


Joins DuMont Sales 


Victor E. Olson, until recently 
eastern sales manager of the 
Meissner Mfg. division of Maguire 
Industries, has been appointed 
sales manager of the receiver sales 
department of Allen B. DuMont 
Laboratories, television equipment 
manufacturer. Mr. Olson is a for- 
mer sales manager for the Mag- 
navox Company and E. H. Scott 
Radio Laboratories. 
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MAB Albany Study 
Good Initial Step, 
Maurer Tells Club 


Wildroot Executive 
Says Standardized 
Research Needed 


NEw YorK—J. Ward Maurer, 
advertising and merchandising 
manager of Wildroot Company, 
Buffalo, told the first fall meeting 
of the New York State Magazine 
Representatives Club here last 
week that the Albany study of the 
Magazine Advertising Bureau 
(AA, Oct. 7) is a step in the right 
direction, but that further data is 
needed to make it useful to adver- 
tisers. 

Specifically, he said, information 
is required as to what readers 
read particular magazines, what 
features are read and what adver- 
tisements get close reading. He 
added that the additional $125,000 
contributed to the project by pub- 
lishers might yield additional data 
which would make results of the 
study more usable by advertisers. 


Lists Salesmen’s Faults 


At the invitation of the group, 
Mr. Maurer listed the common 
faults of representatives: (1) Fail- 
ure to call and make an appoint- 
ment; (2) taking too much time in 
presentation; (3) by-passing ad- 
vertising executives: (4) failure 
to have something constructive to 
show the buyer; (5) failure to 
understand the business and the 
problems of an individual adver- 
tiser; (6) failure to standardize 
magazine research, with the conse- 
quence that advertisers believe 
“research” for publications is actu- 
ally ‘‘promotion.” 

Mr. Maurer also described the 
growth of Wildroot as an adver- 
tiser. In 1938, Wildroot was 
spending $51,000 in six magazines; 
in 1946 it is spending $476,000 in 
102 publications. In the process 
it introduced Wildroot cream oil, 
whose history is a story of war- 
time -success. 

The product had been originally 
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planned as a cream in 1941; pre- 
liminary restrictions made it plain 
that it could not be marketed in 
a tube. Considering that the hair 
oil then marketed by the com- 
pany contained alcohol and castor 
oil, both ingredients on the critical 
list, the company decided to switch 
the cream to a liquid, and to mar- 
ket Wildroot cream oil. 


Used Eight-City Test 


The company started with an 
eight-city test, two control cities 
receiving no _ advertising, two 
newspapers, two spot radio, one a 
combination offer, and one tied in 
with a retail concern which domi- 
nated drug sales in that city. 

On the basis of the tests, which 
were run personally by Mr. 
Maurer and Albert Ritchie, sales 
manager, the hair oil was 
launched. In November and De- 
cember of 1942, the company spent 
$50,000 in announcement copy. 

From 1943 to 1946 Wildroot’s 
sales crawled from a poor fourth 


in its field to first place, and the 
total advertising expenditure 
neared the $2,000,000 mark. At 
the same time, Wildroot over- 
hauled its sales mechanism. It had 
kept 15 salesmen on the road, high- 
spotting the national territories. 
Sales checks were kept on special, 
reduced territories, which would 
let salesmen dig deeper into the 
potential. Sales results convinced 
the company, and it now has 60 
men on the road, and is experi- 
menting with dividing territories, 
again, with the possible result that 
next year it may have 120 men in 
its outside sales force. 


Politicos Take Air Time 
New York’s Democratic and Re- 
publican state committees have 
purchased time for a total of 17 
broadcasts on CBS’s state network, 
with 10 outlets, for the election 
campaign programs which began 
Oct. 8. Agency for the Democratic 
committee is Blaine - Thompson 
Company, for the Republican com- 
mittee, Gahagan, Turnbull & Co. 


Rice Toasties 
Premium Offer 
Runs in 7 Cities 


NEw YorK—General Foods has 
begun pushing a premium offer 
for its new Post’s Rice Toasties in 
seven cities, using spot radio and 
newspaper ads. The cities are Des 
Moines, Pittsburgh, Omaha, Mem- 
phis, Milwaukee, Oklahoma City 
and Jacksonville. 

The promotion offers a pair of 
perfumed earrings for 25 cents and 
a box top. The earrings each have 


a small pocket designed to hold 


57 


a bit of cotton soaked with the 
wearer’s perfume. 

Newspaper copy. broke last 
Monday following an introductory 
spot radio campaign, using inser- 
tions from 1,000 lines down in all 
dailies. 

Foote, Cone & Belding is the 
agency. 


Appoints Wilson, Haight 
J. C. Bates & Son, Chester, 
Conn., and New York, manufac- 
turer of Barbara Bates manicure 
gift kits and jewel cases and 
Susan Bates knitting and crochet- 
ing needles and accessories, has 
appointed Wilson, Haight & Welch, 
New York, to handle its account. 


Chicago 


Mefender 


IN EXCESS OF 200,000 
ABE MEMBERSHIP 


Lowest milline rate— 
lowest cost per inquiry in this 
highly responsive field 


GEORGE T. HOPEWELL, EASTERN REPRESENTATIVE + 101 PARK AVENUE, NEW YORK 


‘ 2 | 4 


BEST READ anti-freeze magazine page in recent 
years was the first of a series for Du Pont 
"Zerone"—"Zerex," using this inviting, readable 
format. Here's the 1946 version—with ducks and 
rhymes working hard to sell a type of product that 
usually ranks low in reader interest. 


| 


A STOPPER THAT WILL start money flowing in to your 


Community Chest. It's one of 22 advertisements in 
a portfolio available to any city that is a member 
of the Community Chests of America. We're proud of 
our contributions to this portfolio. You can have 
a copy FREE by writing the Community Chests of 
America at 155 East 44th St., New York City. 


NEW YORK * BOSTON * BUFFALO * 
CHICAGO * MINNEAPOLIS + 


BATTEN, BARTON, DURSTINE & OSBORN, Ine. 
Advertising 
asm Weancuce + ott 


TALK SIMPLY to the businessman. He buys what he 


CLEVELAND * 
HOLLYWOOD + 


DETROIT 
LOS ANGELES 


understands. Advertisements such as this tell 
executives about the many products now made by 
Continental Can Company. The campaign is cur-— 
rently appearing in Time and business papers for 


its second successful year. 
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strated in this newspaper campaign now appearing 
in the Hawaiian Islands. Hawaiians are: (a) in= 

tensely proud of their beautiful homeland; (b)proud 
of their pineapple, honey and other food products; 
(c) constantly faced with a milk shortage. Note how 
Cream of Wheat uses these facts to good advantage. 
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Leaves Campbell-Mithun 
Stuart Potter, previously with 
Caples Company, Chicago, and 
Bozell & Jacobs, Omaha, has re- 
signed as account executive of 


have formed Tempo Films, and 
plan to make animated cartoons 
and slide films for the theatrical, 
advertising and educational fields. 
New York headquarters have yet 


Campbell-Mithun, Chicago. H is/|‘ be established. 
future plans have not been an- 
nounced. 


Fletcher Joins Cook 


. Joseph A. Fletcher, 
Form Tempo Films , 


berman, former 
United Productions of America, 


Self Service Grocer. 


formerly 
executive editor of Chain Store 
Zack Schwartz and David Hil-| Age, has joined Cook Publications, 
principals in| New York, as editorial director of 


25¢ in Canada 
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Trailer Group 
Opens Biggest 
Ad Campaign 


(Picture on Page 77) 


CuHIcaco—With copy highlight- 
ing the joys of trailer living and 
travel, the Trailer Coach Manufac- 
turers Association next month will 
launch its biggest campaign to 
date, with a $200,000 budget. 

First ads to run will be in the 
Nov. 16 Saturday Evening Post 
and the January Holiday. Subse- 
quent copy will be placed in sport- 
ing magazines and business pub- 
lications. 

The campaign, which is about 
double the promotion undertaking 
by the association last year, is 
aimed at stimulating greater 
trailer travel by boosting the 
beauty of trailer camps. Mean- 
while, the association is preparing 
| to release a trailer guide showing 
better camps throughout the coun- 
try. 

The association has pointed out 
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SPORT AT '21'—Admen enjoying lunch and conversation recently as quests of the 

Sport magazine at the "21" Club in New York were, including a couple whose the 

faces you can't see: Bernard Craven, Craven & Hedrick; James Coogan, Texas © port 
Co.; Paul Hedrick, Craven & Hedrick; Walter Smith, George Huhn and Dan B 

Gordon, of Ruthrauff & Ryan; Al Kohler of the Sport ad staff; C. L. Fennell, _ 

Henry A. Loudon Advertising; Tom Doyle, Biow Co., and Bill O'Donnell of BBDO. D 

bur; 

that through the campaign it in- Questionnaires are being sent to the 

tends to better trailer living condi-| about 65,000 trailer owners and Sale 

tions throughout the country./|trailer park operators for park de- abo’ 

Camps will be issued the associa- | velopment research. for 

tion’s seal, indicating satisfactory MacDonald-Cook Company, Chi- Bos’ 

conditions. cago, is the agency. 42% 


A cross section 


The A, R. Harding Publishing Co. 


Leading Advertisers Use F-F-G 


Nearly every manufacturer of outdoor equipment uses 
FUR-FISH-GAME. The reason is that F-F-G is written by 
and for professional sportsmen—to whom outdoor activity 
is a year around profession. F-F-G is the most authentic 
outdoor magazine written, for it covers the intimate prob- 
lems of traders, trappers, guides and fur raisers in addition 
to the interests of vacationing hunters and anglers. If you 
have a product for men, you'll find F-F-G readers very 
receptive. Try a schedule in FUR-FISH-GAME this winter. 


Chicago 


New York 
Cole & Mason, Tuperier 6558 Walter C. Elly, Murray Hill 4-0626 


175 E. Long St., Columbus 15, O. 


WAAT 
Newark, Meow Kerrey 


Cordially tneeles yet Ca allend 
ty vacdta 
the veucert of Warleleinportant Conferences 
marking 


Buncelon University 4s Buvontonninl 
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of America 
hangs on the 
wall in 


PITTSBURGH 


By invitation, 300 top artists are 
showing their work at Pitts- 
burgh’s Carnegie Institute from 
October 10 to December 8. The 
exhibition, “Painting in the 
United States, 1946,” is the 
largest and most comprehensive 
art show in America. 

No other contemporary art show ever compared with 
it in importance, except the Institute’s own “Carnegie 
International” —currently a war casyalty—which drew 
up to 175,000 visitors to the galleries each year. 

A dozen or more Pittsburgh artists will show paint- 
ings in the exhibit. This is the climax of the local art 
year. The rest of the year, Pittsburgh artists show their 
work through such groups as the. Associated Artists, 
the Golden “Triangle Artists Association, and the Arts 


and Crafts Center. 


National Advertising Department, 
Scripps-Howard Niws papers, 230 Park Avenue, No. 

New York City. Offices in Chicago, Cincinnati, 

Detroit, Fort Worth, Philadelphia, San Francisco. 


Pittsburgh art lovers and art seekers can count on 
30 or 40 planned showings a year of paintings, fine 
photography, sculpture, etchings and prints, in addition 
to showings in commercial and private galleries. 

Many people, we: know, think of Pittsburgh only as 
an iron and steel town. But those of us who live here 
and know the district well see 
another side to Pittsburgh—a 
community of art galleries, con- 
cert halls, schools, churches and 
parks ... of friendly people and 
homey suburbs... of strong char- 
acter and great natural beauty. 

A community that—like “Painting in the United 
States, 1946°—offers a cross section of life in America. 

In this well-rounded community, The Pittsburgh 
Press is the No. 1 buying guide. That’s why your 
advertising should be in The Press. 


The Pittsburgh Press 


In Pittsburgh 

In City Circulation 

In Classified Advertising 
In Retail Advertising 

In General Advertising 
In Total Advertising 


Represented by the 
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Pittsburgh Strike 
Holds Department 
Store Sales Down 


, WASHINGTON—Pittsburgh’s power 
jtrike and the New York truck 
trike cut seriously into depart- 
ent store business during the 
eek ending Sept. 28 and held 
down department store sales for 
the entire U. S. to 23% ahead of 


Louisville, up 41%. 

The reserve board reported the 
following percentage of increases 
in department store sales from 
the corresponding figures of 1945: 


Week Ending 


Federal Reserve Sept. Sept. Sept. 


district and city 14 21 28 
+ + + 

UNITED STATES .. 37 27 23 
Boston District .... 46 23 40 
New Haven ...... 51 20 33 
Po ee 48 28 44 


Springfield 


Providence ...... 50 6 21 
New York District. 40 9 13 
i re 38 15 20 
eee 40 20 21 
New York ....... 38 5 7 


Rochester 
Syracuse 


the same week of 1945. This was Philadelphia District 44 24 35 


the lowest percentage gain re-| Philadelphia ..... 42 21 25 
rted b h Cleveland District... 34 29 —1 
ag y the Federal Reserve!“ Ayron.........., 4021s 


Board since last spring. 


Department store sales in Pitts- 
burgh were 71% below sales for 


COmeimmnett «26.655 32 30 37 
Cleveland i 
Columbus 


: TORO cacivcncuss 22 19 26 

the last week in September, 1945.| Pittsburgh ...... 36 36 —71 
Sales in Ne Oo Richmond District.. 24 29 19 
b w York bag only 1% Washington ..... 17 20 17 
above a year ago. Highest gains Baeltimote .....;. 30 39 21 
for the week were registered in/ Atlanta District.... 40 43 32 
Boston; up 44%; Memphis up Birmingham genie 28 i 27 
= . TEE 8.6.04. 55 3 37 40 

42%, and Akron, Nashville and| Atianta .........;: 33 39 34 


New Orleans .... * 
Nashville ........ 37 
Chicago District ... 36 
vy 33 
Indianapolis ..... 26 
| a ar ea 40 
Milwaukee ...... 47 
St. Louis District... 28 
Little Rock ...... 13 
Pe 33 
Re ere 28 
Memphis ........ 30 
Minneapolis District 
Minneapolis ..... 
Se, er 


Duluth-Superior. . 
Kansas City Dist... 30 


a aa 42 
i. era 24 
Kansas City ..... 32 
St. JOSGPA 2.2625. 6 
Oklahoma City... 22 
«| Re rere 24 
Dallas District 30 
NR, Fada eax sas 31 
Fort Worth ..... 30 
PEOURCOR 6.0665 00s 41 
San Antonio .... 37 


San Franciseo Dist. 41 
Los Angeles Area 49 


CHNMIOME 20.0 swe 34 
San Francisco ... 20 
i. 4.) 33 
Salt Lake City... 41 
oo) a eee 31 


*Data not available. 


Transfer Station 
in his fall. 


down 


Finally, 


as I go.” 


A gentleman slipped on the sub- 
way stairs and, colliding with a 
woman, carried her all the way 
When they 
reached the bottom, the woman, 
dazed, continued to sit on the 
man's chest, where she had landed. 
he said _ politely, 
sorry, madam, but this is A a al 


Y/ 


Ch, 


When They 


“T’m 


sponse . 


town homes. 


Farm and rural town folks in 
the Midwest have a great sense 
of humor and they’ve known 
for years the columns of Cap- 
per’s Weekly are always 
sprinkled and lightened up with 
plenty of good jokes like this 
one. When you hear them con- 
stantly say, ‘“‘Here’s a good one 
—I read it in Capper’s Weekly” 
—well “Doc’’—you’re getting 
close to genuine reader re- 
. . and that can also 
mean sales! Yes sir—your clients 
will be right pleased at the 
sales pickup in lowa, Nebraska, 
Kansas, Missouri and Colorado 
—when you put Capper’s 
Weekly on that list—more than 
373,000 circulation in top-notch 
Middlewest farm and_ rural 


See It! 


CAPPER’S WEEKLY. 


News Weekly Of The Rural Mi 
TOPEKA ANSAS 


Lever 
Webster / 


— Peo 


Capper’s Weekly 
Readers Know One 


Gets Swim Suit Account 

Lockwood-Shackelford Adver- 
tising Agency, Los Angeles, has 
been appointed to handle the ad- 
vertising and fashion publicity of 
Rose Marie Reid, Los Angeles 
swim suit manufacturer. 


Join Food Trade Journals 

Joseph J. T. Gleason, formerly 
with Fawcett Publications and be- 
fore that with Haire Publishing 
Company, has joined Food Trade 
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Journals, Inc., New York, as ad- 
vertising space salesman for Candy 
Industry, Bottling Industry, and 
Tobacco Record. Fredric Arnold 
and Sheldon Klein have joined 
the advertising and editorial staffs, 
respectively. 


Cowan & Dengler Named 


Cowan & Dengler, New York, 
has been appointed to handle the 
advertising of Seamless Rubber 
Company, New Haven, Conn. 


IS NATIONS’ 


‘21st RICHEST 


If you think of San Diego 


as Southern California’s 


tourist mecca which is growing industrially... add 
agricultural wealth to your calculations—and note 


52% MILLION 
IN 1945 


Dairy products 
and live stock $21,181,905 


Fruits and nuts . $16,455,227 
. $10,873,221 
. $ 2,379,132 
. $ 1,626,930 


Truck crops . 
Field crops . 


Miscellaneous 


BY WEST-HOLLIDAY CO., Inc. 


New York « Chicago e Denver e Seattle 
Portland e San Francisco e Los Angeles 


the diversification. Farm 
wealth contributes sub- 
stantially to the urban 
richness of this area, best 
reached with just one 
“buy!” 


Union-Tribune Publishing Co. 
San Diego!2, California © 
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Kaplan Joins WEAF 


Ben Z. Kaplan, pre-war news 
editor of Station WOAI, San An- 
tonio, has joined Station WEAF 
(soon to be WNBC), NBC flagship 
in New York, as assistant director 
of the advertising and promotion 
department. Mr. Kaplan, recently 
out of the Army Air Corps, re- 
places Jack Newman, who has 
been named by the War Depart- 
ment as assistant to the director 
of public information in Korea. 


Vt 


FTC Claim Denied 
by Food Broker 


WASHINGTON—Paul M. Cooter, 
Chicago food broker, has denied 
FTC charges that he had passed on 
brokerage fees to wholesalers who 
are his customers, in violation of 
the brokerage restrictions of the 
Robinson-Patman Act. 

Mr. Cooter, who trades as The 


ing 1945. 


of 3 ABC city zone homes. 


pany 142,832 


@akland.2 


ASSOCHATIO PRISS ... WHe 


It takes no mental gymnastics to understand how 


one newspaper alone covers Metropolitan Oakland, 
where there were over $700,000,000 in retail sales dur- 


Because in this 3rd market on the Pacific Coast, 
the Oakland Tribune, with over 71% of its total daily 
circulation home delivered, reaches more than 2 out 


And significantly, the Oakland Tribune has con- 
tinuously had the greatest home delivered daily city 
circulation in Northern California since 1939. 


TOTAL NET PAID CIRCULATION 


A.B.C Publisher's Statement, March 31, 1946 


sunpay 155,093 


STribune 


LPMOTO..., UMITED Feiss 


WILLIAMS, LAWRENCE G CRESMER CO; 
National Representatives Including Sunday Magazine Section. 
Comics: METROPOLITAN SUNDAY NEWSPAPERS, INC. 
_ Member: AMERICAN NEWSPAPER PUBLISHERS’ ASSN. 


Cooter Company, and Mart Sales 
Company, Chicago, said he oper- 
ates “strictly as _ seller’s food 
broker” and that since October, 
1945, he has discontinued payment 
of advertising allowances which 
had been made to wholesalers for 
promotion of Cooter-controlled 
food brands. 

Mr. Cooter conceded that he 
had received fees on purchase or- 
ders transmitted directly to sellers 
by wholesale grocers, but said this 
was in accordance with established 
trade customs. He admitted that 
on one instance he had received 
brokerage of $68.65 on merchan- 
dise purchased for his own ac- 
count, “through inadvertence.” 


Needham Elects 4 V.P.s 


William H. Ohle and William R. 
Kinnaird, account executives in 
the Chicago office; Frank Pittman, 
manager of the Hollywood office 
and producer of “Fibber McGee & 
Molly” show, and Alan Wallace, 
radio director in the Chicago of- 
fice, have been elected vice-presi- 


Epes 


of 


= 
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DETROIT DRIVE GETS SEND-OFF—Bruce Barton, chairman of BBDO, fourth 
from left, was keynoter at the corporation's gift committee luncheon featuring 
the Detroit Community Chest drive. Left to right: C. E. Bleicher, president, 
De Soto division of Chrysler; Lloyd Diehl, president of Detroit Gasket & Mfg. 
Co.; Ernest R. Breech, executive vice-president, Ford Motor Co.; Mr. Barton; 
James B. Webber Jr., vice-president, J. L. Hudson Co., general chairman of the 
drive; Frank R. Pierce, vice-president, General Motors, and Henry Ford II. 


Plans Class B FM 


Station WHBF, Rock Island, IIL., 
expects to spend a minimum of 
$50,000 for a Class B FM station. 
It is hoped that temporary opera- 
tion may get under way in De- 


Abbate Names Counsel 


Abbate Studios, New York, ad- 
vertising art and commercial pho- 
tographic specialist, has appointed 
Physioc & Marckle, New York, as 
public relations and publicity 


dents of Needham, Louis & Brorby. | cember. counselor. 


Why Uustravak twe-s 
trattiiing is most effective 


LUSTRAVOX sound slidefilm equipment 


delivers your training message with twice the 


Illustravox has already been field-tested and proved. 
America’s industrial leaders agree, Illustravox 
impact. Dramatic pictures and spoken words training is the one best way. Over 75% of all sound 
command interest — focus full attention on your slidefilm equipment now in use is Illustravox. 
training story. Trainees learn up to 40% faster, Plan now to join the ever-growing ranks of 
remember as much as 25% longer! I]lustravox users. You'll reap the benefits in better 
Inexpensive, in initial output and upkeep too, trained, more efficient employees and increased 
Illustravox assures maximum two-way effective- profits! The Magnavox Company, IIlustravox 


ness. Portable, trouble-free and easy to operate, Division, Dept. AA-10, Fort Wayne 4, Indiana. 


Illustravox pioneered sound slidefilm equipment in 1932 


Compact— 
easy to carry 


Your story is SEEN 


if . 


ALLUSTRAVOX 


te THE ILLUSTRATED VOICE 


a 


DIVISION OF THE Ma maw@X COMPANY «FT. WAYNE 


MAKERS OF FINE RADIO-PHONOGRAPHS 
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A series of squabbles over who 
is going to pay the research bills 
may be touched off by the with- 
drawal of General Foods from the 
A. C. Nielsen Company client ros- 


ter. Three agencies, Benton & 
Bowles; Foote, Cone & Belding 
and Young & Rubicam, refused to 
plunk down the necessary $50,000. 
Neither would General Foods, 
which cancelled the service. (One 
of the agencies is reported to have 
agreed to pay its part of the bill 
but withdrew when the others 
balked.) 

Dissatisfaction over the method 
of meeting the expense is no new 
problem, but the research com- 
pany is confident that most ad- 
vertisers, once accustomed to the 
service, will be unable to operate 
without it for long. 

* * * 

Pan-American Coffee Bureau is 
getting some nasty glances from 
newspaper and radio people who 
are incensed over the bureau’s 
present policy of spending its ad- 
vertising dollars in magazines, and 
then bombarding newspapers and 
radio with publicity releases. Be- 
tween that and the memory of the 
“contest” where prizes were of- 
fered by the Joint Coffee Promo- 
tion Committee for the year’s best 
news picture in which a cup of 
coffee was shown, the bureau ma 
yet find itself a little on the lonely 
side. 

* * * 

For those interested in compar- 
ing results of spot radio versus 
newspaper copy, Gimbels has its 
own answer which is overwhelm- 
ingly in favor of newspaper ads. 
During the recent New York truck 
strike, which, among other things, 
interfered with Gimbel’s an- 
nouncement of Reynolds Rocket 
ball pen, Gimbels took to radio 
with spots on almost all stations 
Sept. 15. It ran its first newspaper 
ad in the Herald Tribune on Sept. 
19. Gimbels says that the news- 
paper copy outpulled the spot ra- 
dio announcements which cost 
Gimbels seven times as much as 
the one ad. 

* * * 

Look for a substantial portion 
of advertising funds formerly ear- 
marked for radio by Nash Motors 
division of Nash-Kelvinator, to be 
directed toward outdoor advertis- 
ing. Another medium in which 


Here are some of the things you 
can sell to the manufacturers, 
wholesalers and retailers who 
read FUELOIL & OIL HEAT: 


Each installation means increased demand 
for trucks, pumps, fueloil hose, nozzles, 
reels, filters (air and oil), tubing, fittings, 
tools, duct-work, steel, boilers, furnaces, 
fans, blowers, refractories, combustion 
chambers, high-temperature cements, fire- 
brick, stove and furnace and boiler paints, 
water heaters, radiators, radiator air 
valves, radiator shields, radiator valves, 
Pipe, pipe fittings, globe valves, Orsats and 
flue gas analyzers, thermometers, tanks (all 
kinds), tank gauges, chimney linings, tank 
racks, fill-signals, fill-boxes, vent-pipes, 
foot valves, strainers, pressure-regulating 
valves, electrodes, transformers, electrical 
fittings of all kinds, duit, switches, cable, 
terminals, cast-iron, aluminum § castings, 
thermostats, boiler controls, furnace con- 
trols, fan switches, limit controls of all 
kinds, stack switches, draft controls, pres- 
sure gauges, wrenches, saws, tires, bulk 
station equipment, truck pumps, meters, 
floats of all kinds, etc. 


Write for detailed 
market informa- 
tion, Fueloil & 
Oil Heat, 232 
Madison Ave., 
New York 

16, N. Y. 


FUELOIL & OIL HEAT 
232 Madison Ave., New York 16, N. Y. 


fueloil & 


—otl heat 


ONE DOMINANT PUBLICATION 
serving Manufacturer, Wholesaler, Retailer 


Nash has a lot of faith is news- 
papers. How much magazine copy 
will run for Nash Motors is still 
only a guess. 


* * %* 


There will probably be an in- 
crease in the number of employes 
hired by members of the Associ- 
ated Printers & Lithographers of 
St. Louis. Best guess so far is 
that there will be better than a 
38% increase over the April 15, 
1945, figure of 1,421. 


* bo * 


More California wines will move 
into national channels of consump- 
tion this year than ever before. 
Outstate consumption for July 
boomed to an unprecedented 83% 
increase over July, 1945, and in- 


dications are that the increase will 
continue. 
* * * 

Kitchens will be high on the 
lists of “modern musts” for new 
and remodeled homes. Despite all 
the promotions for steel cabinets 
and equipment, there appears to 
be a growing interest and demand 
for wood. 

* * * 

The New Yorker’s current three- 
part “profile” of John F. Royal, 
NBC’s vice-president in charge of 
television, prompted some won- 
dering at CBS about what could 
have happened to a projected piece 
about Frank Stanton, president of 
Columbia. A writer for the maga- 
zine gathered material for a Stan- 
ton profile about six months ago. 
As far as is known, the manu- 
script is gathering dust in some 
editor’s office. 

* * * 

Argus, Inc., has a new camera 

set to launch as soon as produc- 


tion gets rolling. It looks like a 
conventional miniature, but has a 
special viewfinder which traces the 
picture area, something like the 
target area reticules on anti-air- 
craft devices. The camera has yet 
to be named, and is designated 
only by its model number, A-20. 
Best guess is that it will appear in 
the second quarter of 1947. 
og Bo ok 

The Advertising Federation of 
‘America is organizing its mem- 
ber clubs to sponsor a local and 
national essay contest among high 
school and possibly college stu- 
dents on how advertising benefits 
the consumer, or some similar sub- 
ject. Paul Smith of Caterpillar 
Tractor Company, Peoria, IIl., is 
heading up the AFA committee 
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directing the activity. 

If the contest develops, it will 
carry on an activity launched and 
sponsored by ADVERTISING AGE for 
three years in the late thirties, 
when AA conducted nationwide 
essay contests among high school 
and college students and contrib- 
uted $1,000 in prizes for the na- 
tional winners. 


Signs for Mystery Show 

Alles & Fisher, Boston, maker 
of “J. A.” and “63” cigars, has 
signed with the Yankee Network 
to sponsor the transcribed ‘Philo 
Vance” mystery series Sundays 
from 3-3:30 p.m. for 26 weeks 
starting Oct. 13. The show is the 
winter replacement for the “J. A. 
Baseball Review.” 


GIBBONS 


ADVERTISING 


KNO 
J. J. 


TORONTO, MONTREAL, WINNIPEG, 


GIBBONS LTD. 


CO BAY STREET. - TORONTO 


WS CANADA 


MERCHANDISING 


REGINA, CALGARY, EDMONTON VANCOUVER 


SHOOTING 15 


BETTE 


THERE IS ONE THING psychologists cannot 


understand. There are times when a soldier goes 


for an enemy with his bayonet, chases him half 


a mile if necessary, and neglects to use his rifle. It 


is easier, quicker, more effective to shoot than to 


lunge, but that soldier is all set to use the more 


primitive weapon. 


Similarly, we have fixations in advertising. 


There are advertisers who use black and white 


when they might use color for less money. 


Actually, FOUR-COLOR GRAVURE in the Sunday 


Mirror Magazine costs less per unit per thousand 


circulation than black and white advertising in six 


of the other seven New York 


daily newspapers. 


The opportunity to use color at lower cost — 


the opportunity to reach, with color, the second 


largest newspaper audience in America, more 
than 2,000,000 every Sunday—is offered by the 
Sunday Mirror Magazine. Plus the opportunity to 


enjoy high reader response. These are the factors 


that make the Sunday Mirror Magazine a great 


advertising medium. 


NEW YORK 


SUNDAY MIRROR MAGAZINE 


Effective January 1,1 


1. METROPOLITAN 
City and Suburbs —1n exce 


2. FULL CIRCULATION. New 


istribution 
urbs, plus distr! 
_—in excess of 2,000,000. 


azine offers y 


947, you may buy either— 


CIRCULATION. N 
ss of 1, 


beyond fifty mi 


ew York 


4-color page $2300. 


k City and Sub- 
Yor les of New York 


4-color page $3000. 
ou a time-tested 


The Sunday Mirror oo editorial content, all- 


editorial background, ba 
family readership, § 

color at lower c¢ 
roto supplement !n 


testing, 
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Handles Carling’s Copy 


Lang, Fisher & Stashower, 
Cleveland, will continue to handle 
newspaper advertising of Brewing 
Corporation of America for Carl- 
ing’s Red Cap ale and Black Label 
beer. The Cleveland company has 
appointed Leo Burnett Company, 
Chicago, to handle the remainder 
of its account (AA, Sept. 30). 


Appoints Manson-Gold 

Sherry-Dunn, Hollywood, maker 
of perfumes and colognes, has 
appointed the Hollywood office of 
Manson-Gold Advertising Agency 
to handle its account. A cam- 
paign including magazines, news- 
papers, business papers, radio 
spot announcements and_  give- 
aways on coast-to-coast shows has 
been scheduled. 


75 THIRD STREET, N. W. 


‘i, TE oom 


OF THE SOUTH'S CANNING EXECUTIVES 


"Th ciey will want to refer to it all year. It 
will be authoritative, they know — because they 
have learned over the years to respect what we 
print. So our Annual Review Number, appear- 
ing in November, will stay long on the desks of 
the South’s canners and food packers. 


It will reach every executive in the 15 states, the 
same market covered by Southern Canner & 
Packer, the only established Southern publication 
in this industry. It will bring them a Southern 
Canning section, a Broker’s section, sections de- 
voted to Equipment, Machinery and Supplies — 
and many other vital guides to the industry’s 


purchases for the coming year. 


Write now, so that space may be reserved for 


you in the section of your choice. 


Reservations close November Ist. 
Copy closing November 5th. 


SOUTHERN CANNER & PACKER 


Only Magazine in the South Devoted Entirely to the 
Interests of the Southern Food Canners. 


ATLANTA, GEORGIA 
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How to promote sales to both old and}... 
new markets by keeping current product Se hab 


on mare than 
hn help meet your 
needs. 


Marietta Company 
Starts New Series 
Featuring Units 


Cuicaco — American - Marietta 
Company has launched a new 
series of full-color institutional 
advertisements in Fortune, News- 
week and United States News, 
supplemented by copy in the Wall 
Street Journal and Chicago Jour- 
nal of Commerce, featuring the 
paint making of various divisions 
in its corporate “team.” 

The opening ad in the magazine 
series, headlined “A great name 
in paint making,” illustrates the 
trademarks of the 11 American- 
Marietta divisions in the U. S. and 
Canada which handle paint prod- 
ucts. Subsequent ads will play 
up the work of individual plants. 
Other American-Marietta divisions 
handle chemicals, adhesives and 
asphalt boards. 

As a national advertiser, Ameri- 
can-Marietta faces a difficult prob- 
lem in making use of all the trade- 


marks employed by its divisions, 
including Schorn, Leoline, Sewall, 
Valdura, O-P-W, Marietta, etc. It 
hopes to solve the problem eventu- 
ally by featuring the American- 
Marietta shield alone. 

Using a staggered schedule, the 
company will run half a dozen ads 
in the magazines between now 
and next spring, with 3-column by 
185-line ads in the Wall Street 
Journal and 3-column by 150-line 
institutional messages in the Chi- 
cago Journal of Commerce, alter- 
nating every other week. 

Phillips-Reick-Fardon Advertis- 
ing, Chicago, handles the account. 


Appoints Monk 


Fearn Laboratories, Chicago, has 
appointed Howard H. Monk & As- 
sociates, Rockford, Ill., to handle 
its advertising. Business papers 
and new sales promotional ma- 
terials will be used to merchandise 
Fearn’s Le Gout soup bases, sea- 
sonings, sauces and other food 
specialties’ for restaurants and ho- 
tels and Fearn’s cures, flavorings 
and other meat processing ingredi- 
ents for packers. 
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Dufty, Lehman, 
Others to Speak 
at ABC Meeting 


CuicaGo — The annual meeting 
of Audit Bureau of Circulations 
will be held at the Stevens Hotel 
here Oct. 17 and 18. 

Speaking at the opening session 
will be P. L. Thomson, ABC 
president; William G. Chandler, 
president of the American News- 
paper Publishers Association and 
chairman of the board of Scripps- 
Howard Newspapers, New York; 
John C. Cornelius, vice-chairman 
of the American Association of 
Advertising Agencies and execu- 
tive vice-president, Batten, Bar- 
ton, Durstine & Osborn, Minneap- 
olis, and Paul S. Ellison, chairman 
of the Association of National Ad- 
vertisers and public relations di- 
rector of Sylvania Electric Prod- 
ucts, New York. 

Following the annual luncheon, 
Oct. 17, at which Sen. Wayland 


goods publication. 


IS THE LARGEST CIRCULATION IN AMERICA 


... that's REVIEW'S ABC dealer and buyer 
circulation in furniture and home furnish- 


ings stores ... more than any other home 


read by more furniture and home furnish- 
ings store buyers than ANY OTHER publi- 
cation, it belongs at the top of any media 
list aimed at this tremendous market for 
all types of home goods.* As a matter of 
fact, most of America's leading home 
goods advertisers have used REVIEW reg- 
ularly for years. You can't do a complete 


job without it. 


Because REVIEW is 


news and information before buyers and 
specifiers in the larger, most active plants 
in ALL divisions of the manufacturing 
industries . . . particularly today . 

when labor and material problems. new 
product developments, etc., are changing 
the demands and opening new opportuni- 
ties in these large markets almost daily. 


ANSWER 


Product news and information advertising 
spotted in Industrial Equipment News is 
reaching 50,000 active operating, engineer- 
ing and production men in these larger, 
most active plants in ALL lines when and 
where, by established readership habit, 
they are looking for their current product 
and plant operating requirements. 


Cost? Only $95 to $102 a month 
Details? Ask for “The IEN Plan” 


INDUSTRIAL EQUIPMENT NEWS 


Thomas Publishing Company 
461 Eighth Avenue New York |, N. Y. 


Be a ers 


| i Coy | 


61 Beh Ave, Mew York 8. ¥—niliellinn 3.1506 


rs 


* 


Most furniture 
stores today are 
virtually ‘home 
goods _ depart- 
ment stores”... 
sell everything 
for the home. 
Write for book- 
let of facts about 
the furniture store 
market. 


@ 


j NATION FU 


QW 


PUBLISHED BY THE NATIONAL 


FURNITURE ASSOCIATION 
666 Lake Shore Drive @ Chicago, Ill. 


RETAIL 
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Brooks of Illinois will speak, di- 
visional meetings will be held by 
advertisers, agencies, newspapers, 
Magazines, business papers and 
farm papers. 

B. C. Duffy, president of BBDO, 
will discuss the value of ABC re- 
ports, and A. W. Lehman, man- 
aging director of Advertising Re- 
search Foundation, will discuss 
ARF operations, at a joint meeting 
of all divisions Oct. 17 following 
the separate group sessions. 

The ABC’s annual election will 
be held at the general business 
session Oct. 18. 


Hill, Rush Promoted 


J. A. Hill, manager of the New 
York branch office of Independent 
Pneumatic Tool Company, manu- 
facturer of Thor portable pneu- 
matic and electric tools, has been 
appointed manager of electric tool 
sales, with headquarters in the 
general offices in Chicago. The 
company has opened a branch of- 
fice at 426 Elm St., Cincinnati, 
with W. C. Rush, formerly in the 
St. Louis branch office, as man- 
ager. 


Double Premium 
Offer Sparks New 
Ralston Campaign 


St. Louis—Ralston Purina Com- 
pany opened the hot cereal sea- 
son last week with a double pre- 
mium offer to attract the kids, and 
their mothers too, to Instant Rals- 
ton and regular Ralston whole 
wheat cereal. 

Starting Oct. 11, the Tom Mix 
program broadcast over 300 Mu- 
tual network stations invites 
girls and boys to send in a dime 
and one hot Ralston box top for 
the new Tom Mix magnet ring— 
latest in the parade of premiums 
offered the juvenile trade. Ads 
in Puck—the Comic Weekly and 
other Sunday comic sections also 
will promote the ring, which em- 
ploys a magnetic inset to pick up 
pins, paper clips and other small 
metal objects and “makes it easy 
to perform tricks.” 

The second phase of the ‘one- 


Never Before 


ahome of, by and for.. . 


j A see 


a 


the Farm Family 


_ We show you something entirely new under the sun 
—a modern, beautiful farm home developed especially 
for the Midwest. A home of the farm family, by the 
farm family and for the farm family. 


Behind that farm home is a tremendous amount of 
publicity, knowledge and effort. The five home editors 
of the Midwest Farm Papers started it rolling. A 
carefully chosen panel of several hundred farm women 


backed them up with enthusiastic recommendationS 


and advice. A comprehensive survey was conducted 
to determine just what are the ‘“‘musts” and the “‘pet 


peeves” in farm homes. 


An expert architect with a 


real knowledge of the farm home problem was engaged 
to turn all this information into actual farm home 
plans, available to every reader. 


If you manufacture anything that goes into farm 
homes you are invited to tie up your advertising with 
this great farm home project that is gathering more 
and more momentum with every issue of every Mid- 


west Farm Paper. 


ONE DOLLAR... will bring you 
complete Blue Prints and Specifica- 


CHICAGO 2 
6 N. Michigan Ave. 


NEW YORK 17 
250 Park Ave. 


DETROIT 2 
542 New Center Bidg. 


tions for this Midwest Farm Home. 


The Farmer Wisconsin Agriculturist & Farmer Prairie Farmer 
Nebraske Farmer Wallaces’ Farmer & lowe Homestead 


PAPER UNIT 


Russ Bidg. 645 S. Flower St. 


SAN FRANCISCO 4 LOS ANGELES 14 


two premium punch” will be 
launched Nov. 3 with full-page, 
full-color advertisements in The 
American Weekly, This Week 
Magazine and additional Sunday 
newspaper magazines, offering 
mothers four International Silver 
Company teaspoons for one hot 
Ralston box top and 50 cents. 
Package backs will also be used 
to promote the offer, as well as 
the Tom Mix and “Checkerboard 
Jamboree” radio shows. 

Ralston Purina, announcing the 


premium campaigns to the trade 
via two-color spreads, asks groc- 
ers to plan mass displays using 
Ralston’s free store display ma- 
terial, and reminds them that re- 
peat sales are assured. “Your 
customers can build a complete 
set of matching silver plate... 
on money-saving plan by continu- 
ing to buy and use Ralston prod- 
ucts,” the company explains. 

Gardner Advertising Company 
handles the Ralston Purina ac- 
count. 
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‘Telegram’ Ups Price 

The Sunday Telegram, Portland, 
Me., has increased its per copy 
price from 10 to 15. cents. 


COLOR PRINTING 
WITHOUT COLOR PLATES 


Use color that will add sales appeal to your 
printing jobs by using our inexpensive color 
process. Ask for samples and further information 
about this AMAZING NEW COLORGRAPH 
PROCESS. 


Colorgraph Process Co., 241 E. Illinois St. 
Chicago 11, Ill. Superior 9537 


The 


SALES MANAGEMENT'S 1946 “Survey of Buy- 
ing Power” shows why Tacoma-Pierce County 
ranks as the second market of Washington State, 
second in population... in retail sales . .. in 
effective buying income. Coverage of this pri- 
mary market requires the dominant News Tribune 
—reaching 74% of the “Second Market Families” 
with circulation in excess of 60,000 daily! 


oMA 


ews Tribune 


REPR*¥SENTED NATIONALLY BY LORENZEN & THOMPSON, INC. 
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HERE'S A SOCK FOR 
WDAYS "COMPETITION!" 


The latest Conlan Sur- 
vey in the rich Red 
River Valley proves 
that WDAY gets six 
listeners (plus) for 
every one listener to 
“Station B.” See the 
figures below — then 
write for complete 
breakdowns! 


G 


ie 
_ 


\y 


STATION B GETS 
9.5% OF THE 


" a 
e 


FARGO, NORTH DAKOTA 
See N. B.C. = 


= FREE & PETERS, Inc. 
 Wational Representatives 


WDAY GETS 61.4% OF 
THE AUDIENCE IN 
[ITS COVERAGE AREA 


STATION C 
GETS 7.2% 


Oct. 14-15. Inland Daily Press 
Association, annual meeting, Con- 
gress Hotel, Chicago. 

Oct. 14-15. Boston Conference 


on Distribution, Hotel Statler, 
Boston. 

Oct. 17-18. Audit Bureau of 
Circulations, annual meeting, 
Stevens Hotel, Chicago. 

Oct. 18-19. Direct Mail Adver- 
tising Association, annual conven- 
tion, Stevens Hotel, Chicago. 

Oct. 21-24. National Association 
of Broadcasters, annual meeting, 
Palmer House, Chicago. 

Oct. 24-26. Life Insurance Ad- 
vertisers Association, 13th annual 
meeting, Edgewater Beach Hotel, 
Chicago. 

Oct. 24-25. American Market- 
ing Association, annual conven- 
tion, Statler Hotel, Detroit. 

Nov. 4-6. Pacific Council, Four 
A’s, annual convention, Biltmore 
Hotel, Santa Barbara. 

Nov. 11-12. National Newspaper 
Promotion Association, 2nd annual 
Midwest conference, Gary, Ind. 
Nov. 13-15. Association of Ca- 
nadian Advertisers, annual meet- 
ing, Toronto. 

Nov. 25-26. Packaging Insti- 
tute, Stevens Hotel, Chicago. 

Jan. 12-15. Newspaper Adver- 
tising Executives Association, 
Edgewater Beach Hotel, Chicago. 


Joins Pedlar & Ryan 

Theodore C. Fisher, for the past 
12 years with the media depart- 
ment of Ruthrauff & Ryan, has 
joined Pedlar & Ryan, New York, 
as media director. 


Advertising Age, October 14, 1946 


so—you want to get 
into advertising... 


©@ and all the schools are filled up—solid. Yes, that's true. From my 
desk in the enrollment office of the Charles Morris Price School, it 
looks as though every G. |. wants to study advertising. | know it's not 
that bad; but with our limited space facilities practically filled solid, it 
really hurts me to have to say, "Sorry, no more room" to so many fine 
young fellows all fired with ambition. 


@ Why don't we expand—rent more space? Oh, no, nix on that. Why? 
Well—beZause if we did you'd have no place to go when you gr. 
ated. There just aren't that many jobs gpen at one time. We're 
taking on a few more right now than we're sure can be placed. 


© Seems hopeless? Your dreams all smashed? Not at all—you've 
tackled tougher things than this and come through. How do you sup- 
pose all the advertising people got into advertising before there were 
advertising schools? Oh, yes, | know that school makes the trip a bit 
shorter. So what—you can still make the grade and keep the overall 
time to a reasonable limit. How? - 


© Here's how—sooner or later you've got to get a knowledge of 
—tither before you go to school or after you poor oy It's — 
be a first-hand knowledge—no textbook stuff. You've got to meet 
and*know all sorts and kinds of people and you've got to know how 
they think. You can't expect to influence people with advertising 
Unless you know them and how their minds work—FIRST-HAND. 


All right, spend this year developing that knowledge first-hand—get : 
a job sellin it a counter—from door to door. “hes of our best 
students, who has gone far in the profession, learned about people 
as a milk wagon driver—another was an usher in a theater. Never 
mind what the job is, just so you meet lots of people and make the 
job into your own laboratory of human relations. 


oa 


ADVICE — In an unusual 
three-column ad in_ local 
newspapers, the famed 
Charles Morris Price School 
of the Poor Richard Club, 
Philadelphia, gives some ex- 
cellent advice to disap- 
pointed applicants for 
places in its advertising 
courses. You've got to have 
some first-hand sales expe- 
rience some time, the school 
says, so if you can't get 
into school get the sales 
experience now and enter 
school later. 


Do that before you come to school, and you won't have to do it after- 
ward. Maybe we can help you this year in our specialized evening 
school course in Public Relations, which still has a few vacant places. 


When you get that job selling or what not that keeps you meeting 
people, and are still sure that it's advertising you really want—then 
register with us for the following year. We'll do our best to make 
an advertising man or woman out of you in one year—if you've got 
the stuff. Our special PROGRESS REPORT PLAN will help us both 
to answer that “if”. 


e he maa make the grade in the next two years. Go to it—and good 
awl as 
CHARLES MORRIS PRICE SCHOOL 


of the POOR RICHARD CLUB 
1319 LOCUST ‘STREET PHILADELPHIA 7 


Joins Parfums Corday Marlene-Sondra Sportswear Com- 
: ‘ : pany, maker of women’s sports- 
Edith Steiger, formerly with| wear have appointed Robert 
Revlon Products Corporation and | feaacson Associates. Mew York, as 
Bonwit Teller, New York, has os 4 ? 
advertising counsel. 


joined Parfums Corday, New 
York, as advertising and publicity Ss 
director. Sets Letter Week 
The United States Post Office 
Two Name Isaacson Department has designated Oct. 
Elegant Belt Creations, manu-| 13-19 as the annual Letter Writ- 
facturer of women’s belts, andiing Week. 


Housing is 
ON TOP 


IN WICHITA 


MUMM 


Wanna buy or rent? You'll have a good chance 
to do either when Wichita’s multi-million 
dollar housing projects are completed. Big 
homes, small homes, duplexes, apartments, 
all will fill a need in this fast-growing city. 


These new homes will have everything from 
light bulbs to furnaces, from tooth paste to shoe 
polish...and if they are like most of the homes 
in the rich market, they'll have radios tuned 
to KFH, that selling station in the Southwest. 


WICHITA IS A HOOPERATED CITY 


CBS . . . 5000 WATTS DAY AND NIGHT .. 


THAT SOLID SECTION OF 
KANSAS’ RICHEST MARKET g@ 


. CALL ANY PETRY OFFICE 


Ad 
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Advertising Age, October 14, 1946 
oy 
Sales Pay Rises, 


Men More Able, 
Dartnell Reports 


CuiIcaco — Compensation for 
salesmen during 1946 reached a 
new high with an average of 
$6,177, compared with $3,765 dur- 
ing 1943. Starting salaries have 
reached a level set in 1929 
($2,500), and most companies are 
becoming more liberal in expense 
allowances. 

These are among various facts 
highlighted by the Dartnell Cor- 
poration, Chicago publisher, in 
“Current Compensation Plans for 
Salesmen.” Compensation, which 
has become an increasingly dis- 
turbing problem for companies 
throughout the nation, has been 
accompanied in its rise by de- 
mands for higher caliber men of 
greater experience and ability. 


Methods Are Changed 


Changes in methods of paying 
salesmen are shown in the book’s 
charts, which indicate that during 
1946 only 18% of salesmen worked 
on straight commission (during 
1940, 46% worked on straight 
commission). The 1946 tabula- 
tions show that 23% were paid by 
salary, 26% by salary and com- 
mission, and 27% by salary and 
bonus. During 1936, 40% were 
paid by salary and commission, 
while 32% worked on straight 
commission. Only 8% at that time 
worked on salary and bonus. 

The book makes it clear that 
the expression “average” is not to 
be taken too literally and points 
out that compensation figures vary. 
The figures shown are taken from 
487 companies which reported and 
virtually every company has some 
variation in arriving at its com- 
pensation system. 

Expenses constitute another 
major problem. Most firms are 
becoming increasingly lenient in 
automobile expenses. Some have 
dropped the rule requiring sales- 
men to own cars, while the prob- 
able average per mile allowable 
expense is about six cents, com- 
pared with a previous five cents 
per mile cost. 


Price Ceilings Discarded 


Almost half of the reporting 
companies disclosed that they had 
taken off ceilings on allowable ex- 
penses for hotel rooms, although 
most try to keep some sort of 
reasonable control. No limit on 
meals is made by 47% of the 
firms. Even those which still 
maintain set figures as a maxi- 
mum for salesman’s expenses have 
made substantial increases. 

Most of the companies report- 
ing said that they are keeping 
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salesmen on straight salary for 
about six months to offer a trial 
working period during which the 
individual’s efforts determine his 
later production quotas. 

Almost every firm contacted 
qualified its sales force with such 
remarks as “our men are not 
salesmen in the usual sense of 
peddlers,” or “our salesmen have 
a high degree of technical knowl- 
edge of our business.” 


Appoints Paris & Peart 

British Publications, 
States representative of several 
periodicals published in England, 
has appointed Paris & Peart, New 
York, to handle its advertising. 
Present plans call for the use of 
newspapers. 


Spangler Holds Account 


Ralf M. Spangler & Associates, 
Hollywood, has been reappointed 
national advertising and publicity 
representative of Telefilm Studios, 
Hollywood. The Spangler organ- 
ization has had the account for 
two years. 


United, 


DO YOU RECEIVE “API NEWS"? 


If you're a promotion man working for a 
newspaper, magazine, radio station, busi- 
ness publication, outdoor advertising com- 
pany, or any other medium, you should 
receive it regularly. It's a fact-packed little 
publication which passes on to promotion 
men ideas used by others which they can 
adapt to their own uses. 

Edited for advertising media and suppliers 


ADVERTISING PUBLICATIONS, INC. | 


100 E. OHIO STREET 


by the publishers of Advertising Age, In- 
dustrial Marketing, and The Market Data 
Book, it now reaches more than 7,000 ad- 
vertising executives. 


There's no charge. If you would like to be 
put on the list to receive it, a note re- 
questing that we add your name will bring 
you future issues. 


CHICAGO 11 


The 


odern Machine 
for All-Electric Typing 


ELECTROMATIC 


TYPEWRITER 


INTERNATIONAL BUSINESS MACHINES CORPORATION, 590 MADISON AVE., NEW YORK 22, N.Y. 
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The Oregonian 


PORTLAND OREGON 


‘ THE GREAT NEWSPAPER OF THE WEST 


REPRESENTED NATIONALLY BY PAUL BLOCK & ASSOCIATES 
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The Creative Man? Corner 


GRANDPA SAID 
TO HELL WITH BOATS 


Several weeks ago this writer was 
considerably roughed up by a corre- 
spondent from San Francisco, for sug- 
gesting that folksy advertising was some- 
thing usually best left alone. 

We still think this is true. 

But just to be fair, we offer today an 
advertisement of the type that seems to 
us both readable and convincing. 

It comes from San Francisco too. 

Under the headline, “Grandpa Said to 
Hell With Boats,” it is a single-column, 
practically all-type advertisement for 
Gump’s, San Francisco and Honolulu art 
dealers, and it appeared in Time for 
Sept. 30: 

“People are always writing in to ask 
how a store like Gump’s happened to be 
in San Francisco in the first place. 

“It was back in 1860 and Solomon 
Gump, a hardy ship chandler who hated 
ships, had to board one of the things to 
get to the gold fields. When the ship 
reached the Isthmus of Panama, Solomon, 
who’d had just about enough, said to hell 
with all boats and rode mule-back across 
the Panama trial a la Balboa. 

“When Solomon finally reached San 
Francisco, a few years late for the gold 
rush, he went into the art business under 
the illusion that here was a new kind of 
gold mine. 

“Today, in Peiping, a Gump expert 
haggles with a shrewd combine over four 
pieces of emerald jade and in Paris’ Cafe 
Vendéme, another Gump man duels a 
famed art collector (with drawn aperi- 
tifs) over a series of recent French paint- 
ings—but back in the early ’60s things 
were a bit different in art dealing. 

“In those days people were more in- 
terested in the gilding of the frame than 


You Ought to Know . 


At the annual meeting of the National 
Publishers Association at Montauk, L. L., 
in September, George T. Delacorte Jr. 
rose and said: “If a Neapolitan peddler 
of goat’s milk were to walk into this 
room, he_ wouldn’t 
know what you’re talk- 
ing about.” 

Neither, he added, 
would that group of 
publishers who have 
“grown up” in the last 
15 years and who now 
among them sell—pre- 
dominantly on news- 


stands — 300,000,000 
copies of magazines 
annually. 


G. T. Delacorte Jr. 


George Delacorte, in 
the 25 years of Dell Publishing Company, 
has peddled his own goat’s milk profit- 
ably. He admits that he’s in business 
“just to make money,” and he makes a 
lot of it. He and his family own the 
company outright. His profits are not 
published, but he showed them confi- 
dentially to AA, and they compared 
favorably with the other leaders. Nearly 
all profits are plowed back into the com- 
pany. 

Delacorte owns no printing plant and 
no paper mill. “They’d take too much 
time,” he explains. “I’m concerned only 
with publishing. It’s a full-time job.” 

Of 50,000,000 comic magazines sold 
monthly, Dell claims to sell 10,000,000. 
Of 22 movie magazines with combined 
circulation of 10,000,000 a month, Dell 
sells 2,500,000. Of 13 romance or con- 
fession magazines with 10,500,000 
monthly, Dell accounts for 1,200,000. Of 
2,000,000 detective magazines monthly, 
which are audited by the ABC, Dell has 
1,100,000. (In addition about 4,000,000 of 


the painting. A smug note here—the 
Gump policy was to use only the purest 
gold leaf, an extravagance not always 
adhered to in those fly-by-night times. 

“However, a certain amount of caution 
was mixed with this conceit. Each Satur- 
day night, a carpet of sawdust was laid 
over the floor, swept up and taken to the 
smelter where a reasonable amount of 
pure gold was recovered. 

“Early San Francisco was not a gentle 
town and the new firm thoughtfully spe- 
cialized in ornamented back bars for the 
city’s palaces of pleasure. Frontier spir- 
its meant a high mortality rate for any- 
thing breakable so there were lots of 
repeat orders. 

“Reassured by this appetite for art, 
Gump’s imported ‘genuine’ oil paintings 
with lush ladies wedged into all spare 
space. Young rakes passed critical judg- 
ment upon their fulsome charms, remark- 
ing, ‘Hand-painted, b’gad sir!’ 

“Solomon’s hatred of ships was not 
passed on to his son, who kept hanging 
around the waterfront dreaming of faster 
vessels and farther lands. Years later, 
his dreams led him to the Far East and 
the treasures with which he filled the 
Post Street store. 

“Thus, Gump’s turned from heavy gilt 
frames and imported curios to the re- 
strained beauty of line and texture that 
the Orient had hidden for thousands of 
years ... and today, continues to open 
new fields in art by encouraging the 
work of contemporary artists and crafts- 
men of all the world—but that’s still 
another story. . .” 

We think that is pretty good copy. We 
would like to know more about Gump’s. 

The reason is that here the folksiness 
comes out of facts—rather than merely 
advertising technique. 


« e George T. Delacorte Jr. 


all detective magazines are not audited.) 

All told, George Delacorte has 23 titles 
of magazines and book reprints, with a 
combined monthly sale of 15,000,000. Of 
the 15,000,000, only about 214%, or 400,- 
000, is by subscription. 

He and his fellow publishers of con- 
fession, romance and movie magazines 
now serve nearly twice as Many women 
monthly as do the four leading “women’s 
service” magazines. 

“I’ve learned how to publish maga- 
zines that the public pays for,’’. he says. 
Of Dell’s $16,000,000 annual income only 
$3,500,000, or about one-fifth of the total, 
comes from advertising. Its rates are 
low. In Dell’s Modern Women’s Group, 
for example, the cost is only $1.43 per 
page per thousand. 

And yet Delacorte can show that of 
the 22 magazines with 1,000,000 or more 
newsstand circulation in the first half 
of this year, four were Dell publica- 
tions: Modern Screen, Modern Romances, 
and two comic books— the figures of 
which are not audited, and which he 
won’t divulge. Modern Screen, with 1,- 
500,000, he points out, is the largest movie 
magazine, and Dell’s Inside Detective, 
with 600,000, is the largest detective 
magazine. 

Incidentally, Delacorte claims to be the 
only publisher who won’t sell advertising 
in his comics. 

“All my books are challenged every 
month on every newsstand,” he empha- 
sizes. “Any of them could be killed by 
the public in 30 days. I’ve had to de- 
velop a flair for mass tastes. And I’ve 
had to keep on fighting.” 

A dark, curly-haired, slender, be- 
spectacled man, George Delacorte has a 
deceptively gentle smile. He can be 
tough enough, though, when occasion 


warrants, which frequently means sev- 
eral times a day. 

He was born in New York City 52 
years ago. His parents on both sides 
were lawyers, and quite prosperous. His 
father, who died in 1926, left an estate 
of about $300,000. But the estate was 
tied up for several years and when the 
depression moved in it was washed up. 
George got nothing from it. 

But when he had gone to Harvard, two 
decades before, he had taken the silver 
spoon with him. He didn’t know what he 
wanted to do or be—except that he did 
not want to be 4 Jawyer—and so he took 
a general arts course. A “coming” busi- 
ness then was advertising. George got 
his first taste of advertising by bur- 
lesquing it for the Harvard Lampoon. 
At about that time he started taking 
courses in advertising. 

He was married when only a sopho- 
more and the first of his six children 
(Albert, editor of Modern Screen) was 
born when he was 20. Perhaps these two 
developments sobered him. After gradu- 
ation he went to work as an advertising 
salesman and later became circulation 
director of New Fiction Publishing Com- 
pany, which dealt in “pulps.” 

November 1921 found him starting his 
own company with William Johnston, 
formerly Sunday editor of the New York 
World. Their first two offspring were 
Sweetheart Stories and Marriage Stories. 
Delacorte put up $5,000 and Johnston 
$2,500. Later Delacorte bought Johnston’s 
share. 

During the 25 years of the Dell Pub- 
lishing Company the mortality rate on 
those magazines not carrying advertising 
was fairly high. The man was willing 
to take risks, and he kept on taking 
them in good times and bad. But his 
“basic” magazines have kept right on 
growing. Dell Modern Group was 


launched in 1930 and Dell Men’s Group 
in 1936. 

George Delacorte’s most spectacular 
gamble—which developed two decades 
afterward from the Harvard Lampoon 
antics—was Ballyhoo. Norman Anthony, 
former editor of Judge, helped to beget 
this irrepressible child. 

Ballyhoo started on its career of ridi- 
culing advertising in 1931, with 150,000 
circulation. For five months in 1934 its 
monthly sales were 2,100,000. After that 
it declined to 250,000 in 1936, when it 
was killed. But at no time did it lose 
money. (Anthony not long ago pub- 
lished a book on the vicissitudes of 
Ballyhooing.) 

George Delacorte’s business life might 
be said to be divided into three parts: 
Finding out what people want to read; 
putting it into his books, and then mak- 
ing sure that the books are displayed 
to sell. 

His organization carries on constant 
editorial research, now and then hiring 
Elmo Roper for special jobs. His men 
continually are polling people at news- 
stands. Three circulation managers and 
their staffs in New York and 60 men 
across the country are concerned with 
getting Dell publications where they’ll be 
seen and bought. 

During the war Modern Screen and 
Inside Detective published overseas edi- 
tions for our armed forces. Rights have 
been granted for publication of these 
two and Screen Romances and Modern 
Romances in France, Sweden and Italy. 

Delacorte has traveled extensively and 
speaks German, French and Spanish 
fluently. Between times he plays tennis 
ond goes for walks. He also manages to 
get in a little time as flute player in the 
Delacorte family orchestra with his wife 
and children. 


lhe Pag- Os“ NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


4-WAY SPLIT RUN TEST DETERMINES BEST PULLING HEADLINES 


With business condi- 
tions changing so rapidly 
since the end of the war, 
many advertisers are 
finding that their “old 
stand-by” advertisements 
are not nearly as pro- 


ductive as in former 
years. 
Should an _ advertiser 


write new copy? Does a 
drop-off in results indi- 
cate that the market has 
been saturated? Would a 
change in copy appeal or 
headline revive a once 
profitable advertisement? 

Ed Robinson, author of 
“The Have-More Plan,” a 
new science of miniature 
farming for city folk who 
want a small homestead, 
has found a positive way 
to pick winning headlines. 
He tests four different 
headlines using the same 
text in the same publica- 
tion, in the identical posi- 
tion on the page, on the 
same day, using an equal 
number of copies on each 
headline. From this test, 
it is no trick to select the 
heading that has the greatest appeal. 

The Cincinnati Times-Star offers ad- 
vertisers a four-way, split run copy test. 
There are no variables in this test for 
the four different pieces of copy run con- 
secutively throughout the entire edition. 

Illustrated at the right is an advertise- 
ment with the same text but with four 
different headlines. Which headline do 
you think pulled best? 

Taking the least productive heading as 
100%, here is how the headings pulled: 
“Two Acres and Security”..... 100% 
“The Have-More Plan”....... 125% 
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“A Little Land—A Lot of 


Pe gl eee ae eae eee 137% 
“How to Do Wonders With a 
Eee BO bits demiasaee 175% 


The word “wonders” is the magic word 
that turned the tide. Ed Robinson has 
revamped his entire advertising campaign 
and is using this heading in all future 
copy. 

The Cincinnati Times-Star will make 
a four-way copy test for the mere cost 
of the total space used, plus $10. This 
is a quick and positive way to pre-test 
advertisements before releasing large 
campaigns. 
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Norwegian Papers 
Form New Group 


Osto—Long - standing problems 
created by different prices, adver- 
tising rates and agency commis- 
sions will be tackled next year 
by a new organization represent- 
ing the newspaper publishers of 
Norway. 

The Norwegian Newspaper Pro- 
prietor’s Association, which will 
start its activities formally Jan. 1, 
will include publishers of 200 
papers, including those serving 
Oslo and others serving cities in 
the various provinces. Existing 
organizations will continue to deal 
with matters exclusively concern- 
ing the Oslo and provincial news- 
papers, but the over-all association 
will act as spokesman for the en- 
tire group. 

One of the problems to be 
handled is the difference in ad- 
vertising agency commissions for 
national and local advertising. 
Also, the selling prices of single 
copies and of subscriptions may 


be unified. A policy covering ad- 
vertising rates in both national 
and provincial papers also may be 
worked out later. 

O. Kirkwaag, general manager 
of Verdens Gang, has been named 
director of the new association, 
which he believes will make for 
a greater degree of cooperation 
among the Norwegian newspapers. 


Plans Farm Paper 


Henry Zweifel, Fort Worth at- 
torney, has announced plans for 
publication of a new farm weekly, 
River Valley Farmer, with pub- 
lication offices at 1610 Electric 
building, Fort Worth. The paper 
will consist of 12 pages, tabloid 
size. 


Appoints Davis 

Leonard C. Davis, formerly ad- 
vertising and sales manager 0! 
Colt’s Patent Fire Arms Mfg 
Company, Hartford, has joined the 
sales staff of Metal - Workinc 
Equipment in the New Englanc 
territory. He will make his head- 
quarters at 11 Westland Ave., West 
Hartford. 


Woolley Rejoins ‘Time’ 

John E. Woolley has returned 
from a four-year leave of absence 
from Time, Inc., during which he 
served as a lieutenant colonel with 
the AAF in the Mediterranean 
and European theaters, to become 
assistant advertising manager of 
Time International. Mr. Woolley 
joined the organization in 1935 
after 15 years in the foreign trade 
field. From 1939 to 1942 he was 
Philadelphia advertising manager 
for Fortune. 


Appoints McDougald 

A. F. McDougald, formerly sup- 
erintendent of equipment of the 
Capital Transit Company, Wash- 
ington, has been appointed motor 
coach sales manager of White 
Motor Company, with headquar- 
ters in the new Cleveland plant. 


Tufts Leaves R&R 


Nate Tufts, vice-president and 
director of the Hollywood radio 
department of Ruthrauff & Ryan, 
has retired from the agency. His 
successor is Bob Ballin, formerly 
co-director of R&R’s radio depart- 
ment and director of the Jack 
Benny show for Luckies. 


Sometimes, from a distance, it’s pretty hard to 


choose between the media in 4 given market. 


But that isn’t true in San Francisco. 


Here, The Examiner’s long established and 


clearly defined margin of leadership makes it an 


easy-to-pick standout as a compelling sales 


medium. 


SAN FRANCISCO EXAMINER 


FIRST FOR MORE THAN 50 YEARS 
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Mounting Food Prices 
Worry Top Economists 

WASHINGTON—As it faced pres- 
sure for decontrol of meat, the ad- 
ministration had to consider 
whether another hike in the fam- 
ily food bill would prove fatal to 
over-all prospects for sustained 
prosperity. 

Though higher prices might 
bring more meat to market, there 
was no assurance that prices would 
be forced back after the initial 
spurt. Consumer resistance to 
butter prices has been so slight, 
for example, that they have spi- 
raled to 95 cents at independent 
retail stores here. 

With or without OPA, econo- 
mists see price _ uncertainties 
troubling business in the period 
ahead. Top economists fear that 
an unhealthy percentage of take 
home pay is needed for food, pre- 
venting masses of people from 
buying other nondurables, let 
alone the durables that are just 
coming into market. 

Publicized wage increases have 
not been general. Though farm 
prices are up 28% since V-J Day, 
gross weekly earnings of all em- 
ployes in manufacturing declined 
8.5% between April, 1945, and 
July, 1946. Significantly, labor 
leaders here are saying little for 
OPA, leading to suspicion that 
they will renounce price control, 
preparatory to a new round of 
wage demands. 

* * * 

J. Hale Steinman, Civilian Pro- 
duction Administration consultant 
on newsprint, told the House news- 
print committee it is “neither ad- 
visable nor feasible” to resume 
rationing of paper. Forseeing a 
shortage for at least two more 
years, the Lancaster, Pa., publisher 
suggested immediate negotiations 
with Canadian producers toward 
in agreement on prices which will 
stand after OPA withdraws from 
the scene. 

* * * 

Averell Harriman, in taking of- 
fice as Secretary of Commerce, 
questioned whether it was his re- 
sponsibility to be “the advocate of 
business.” As he began staff con- 


By STANLEY E. COHEN, Washington Edit 


ferences to learn about his new 
job, the debonair ex-diplomat con- 
sidered himself a servant of all 
the people, acting as contact with 
business. He plans to continue 
building the department as a basic 
fact-gathering arm of the gov- 
ernment, but said it would speak 
for business only when it felt the 
business viewpoint was in the gen- 
eral “interest. 
* * * 

Those who must struggle through 
the approaching winter in prewar 
autos will find it hard to get bat- 


teries if their cars refuse to start. 


Bowing to frantic appeals of car 
manufacturers, CPA shuttled a 
heavy share of the scarce lead 
supply into batteries for original 
equipment. Auto makers, embar- 
rassed at prospects that there may 
be enough replacement batteries 
only for 20% of needs, deny they 
had intended to tap that compet- 
ing lead market. 
oo bo * 

The Wyatt organization has 
completed the first “guaranteed 
market” contract for prefabricated 
homes, a pilot contract with 
Homeola Corporation, Chicago, 
covering an initial run of 19,400 
two-bedroom plywood homes sell- 
ing for $5,400 to $6,400 installed. 
Supposedly, big contracts with air- 
plane firms are “in the works” in- 
cluding one with the government 
assuming 90% of the risk for 200,- 
000 aluminum sheet homes. 

7 * * * 

Northrop Clarey, who _ inter- 
rupted a pleasant retirement to 
direct information and advertising 
for War Assets Administration, 
has reason to know that advertis- 
ing agencies employ a significant 
number of people. Since word got 
about that the former Standard Oil 
public relations chief has final say 
in selecting agencies for 33 War 
Assets regional offices, he has been 
buried under letters reading, “I 
knew you at McCann-Erickson. . .” 


Lewin Resigns Account 


A. W. Lewin Company, New 
York, has resigned the account of 
Jean Vivaudou Company, New 
York cosmetic firm. 
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IN EVERY HOME ... 


WSGN has led The All-Day 
Listening Audience (8 A.M. 


for the 
according to Mr. Hooper. 


ALABAMA'S BEST BUY FAR! 


WSGN 


AMERICAN BROADCASTING COMPANY 


THE NEWS-AGE-HERALD STATION 
Represented Nationally by Headley-Reed 


P.M.) in Birmingham 
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ATTENTIVE—Among the guests at the 
Brand Names Foundation dinner in 
Minneapolis Sept. 24 were Joyce Swan, 
publisher of the Minneapolis Times 
(left), and C. S. Pope, Soo Line. 


Furniture Men 
Are Latest 
to Blast OPA 


ATLANTIC City, N. J.—The em- 
battled OPA has taken another 
hiding, this time from the Na- 
tional Retail Furniture Association 
during its convention here. 

“OPA has put a floor under 
(furniture) prices instead of a 
ceiling over them,” declared 
Charles R. Sligh Jr., Grand Rapids, 
Mich., manufacturer and _ past 
president of the association. 

Despite hopeful assertions by 
furniture men about increased 
production of furniture for private 
and business use, volume neces- 
sary to supply the country’s de- 
mands is being severely hampered 
by OPA pricing policies, plus lum- 
ber and labor shortages. Associa- 
tion members admitted gloomily 
that they saw no immediate relief. 

Decontrol of fabrics and other 
supplies is needed to produce a 
general leveling downward of 
prices, said Henry Foscue, North 
Carolina manufacturer. 

Mr. Sligh declared that the 
“public is getting ‘junk’.” He also 
pointed out that the labor situa- 
tion in Grand Rapids is now worse 
than during the war. 


Starts Transport Drive 


Truck & Bus Equipment Com- 
pany, Vancouver, B. C., manufac- 
turer and distributor of all types 
of -highway transportation, has 
launched a campaign in western 
Canada publications. O’Brien 
Gourlay, Vancouver, handles the 
account. 


Gardner-Denver Names 2 


B. P. Spann, advertising man- 
ager of Gardner-Denver Company, 
Quincy, Ill., has been promoted 
to personnel and industrial rela- 
tions director. D. P. Tunnicliff, 
formerly on the editorial staff of 
Quincy Herald- Whig, has been 
named to succeed Mr. Spann. 


‘Chicago Sun’ Appoints 

Martha B. King, in charge of 
the editorial promotion of the 
Chicago Sun, has been appointed 
editor of a new department, Young 
Books, which gives a discussion 
of books for young people each 
week along with reviews of cur- 
rent juvenile books. 


Gets New Station Permit 


FCC has granted Art Crogham 
a construction permit for a 5,000 
watt AM station, 1,580 kc., limited 
time, in Santa Monica, Cal. Mr. 
Crogham until a year ago was 
part Owner and sales manager of 
Station WJBK, a 250 watt inde- 
pendent station in Detroit. 


American Names Mooney 


American Tobacco Company, 
New York, has appointed Eugene 
F. Mooney as general sales man- 


ager. Mr. Mooney joined the com- 
pany in 1933 as a retail salesman 
in New England, and recently has 
been sales manager in charge of 
the western section of the United 
States. 


Ely Buys Out Moore 


Newell Ely, who for 20 years 
was an executive with the Chicago 
office of McCann-Erickson, has 
purchased from A. W. Moore his 
partnership interest in Moore & 
Schact, Los Angeles, market re- 
search, advertising, sales promo- 


tion and distribution engineer, 
which will now be known as Ely 
& Schact. 


‘Mirror’ Ups Beeler 

Richard E. Beeler, local display 
advertising manager of the Mirror, 
Altoona, Pa., has been appointed 
advertising manager, succeeding 
Fred G. Pearce, who is retiring. 


Prints Largest Issue 

The October issue of Better 
Homes & Gardens, published by 
Meredith Publishing Company, 
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Des Moines, is the largest in its 
history. There are 196 pages in 
this issue, with 68,885 lines of ad- 
vertising. 
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aPNiNeSesuy DECALS: 


Ask for || CARDY-LUNDMARK CO. 


Samples 1801 BYRON ST. — CHICAGO 


IN 1898 THE ALASKA GOLD RUSH attracted 

men of adventure from all over the world. Thousands saw 
Seattle for the first time, enjoyed its climate and recognized 
opportunity in this new land. They decided to stay. By 1910 
Seattle’s population was 237,000! 


IN 1941, WORLD WAR II found Seattle a great 

industrial city. Seattle-built B-17’s and B-29’s circled the 
globe. Seattle-made equipment of nearly every description played 
a part in every battle of the war, on land and sea. Tens of 
thousands more people moved to Seattle. Again they stayed! 
Today Seattle’s city zone population well exceeds a half million 
—with another quarter-million living within 20 miles of the city 
limits, Seattle is rated America’s 15th largest market! 


Migrations made SEATTLE great 


SEATTLE IS YOUNG! In a man’s lifetime—66 years— 
Seattle has grown from a village of 3,500 in 1880 to a 
great city of more than a half-million, with another quarter- 


million within 20 miles of the city limits. In 1883, comple- 
tion of the transcontinental railway marked the first great 


migration. By 1900 Seattle’s population was 80,830! 


5} IN 1917 THE FIRST WORLD WAR brought a 
huge demand for ships and timber. The Seattle region be- 
came the shipbuilding, lumbering and foreign trade capital of 
the North Pacific. More thousands came to Seattle, liked it, and 


stayed. 1920 population—315,000. 


THE 


SEATTLE 


SEATTLE, WASHINGTON |. 


Represented by: 


O'MARA & ORMSBEE, 


INC. 


NEW YORK « CHICAGO « DETROIT « LOS ANGELES « SAN FRANCISCO 
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Too Enthusiastic 


To the Editor: I suppose a thou- 
sand others will call this to your 
attention, but anyway you know 
now that we read the Corner—and 
like it. I’m referring to the Crea- 
tive Man’s Corner in the Sept. 30 
issue, in which he comments on 
the continuing DeSoto theme, 
“Nine Out of Ten Say DeSoto 
Again,” whereas the accompany- 
ing DeSoto ad clearly says, “Eight 
Out of Ten Say DeSoto Again.” 


This department is a reader’s forum. Letters are welcome. 


one that is getting kicked around 
here. 
ALLEN PAUL, 

Advertising Manager, Applied 

Research Laboratories, Glen- 

dale, Cal. 

[Editor’s Note: Other readers 
(not quite a thousand) have also 
called attention to the Creative 
Man’s_ over-enthusiastic DeSoto 
quote, proving once again that AA 
readers are the sharpest error-de- 
tectors in the business. ] 


v 
GarTH BENTLEY, a > 


Advertising Manager, The It is to Laugh, the 
Seng Company, Chicago. Swedish Paper Shortage 
= To the Editor: To a journalist 
To the Editor: “Nine out of ten|coming from London, the state- 
"_“FKight out of ten .. .”’|ment by a ieading Swedish news- 
What’s one DeSoto, more or less, paper proprietor, printing issues 
in times like these? I wish I|of 40 pages, that the paper ration- 
could get my hands on that odd/ing is becoming irksome, seems 


somewhat like a grim joke. For 
he remembers the _ four-page 
papers of London only too well. 

Yet there is a rationing of news- 
print in Sweden since October of 
last year. A slight easement oc- 
curred recently, but the reduction 
is to become effective again on 
Oct. 1 of this year. 

Here are the facts: 

Up to Oct. 1, 1945, no limit was 
imposed on newspapers; from that 
date to July 1, 1946, the govern- 
ment imposed a reduction on text 
matter only appearing in the 
paper, amounting to 10%. As an 
average of 50% of text against 
advertising is not unusual, the re- 
duction was in fact an over-all 
total of only 5%. During the period 
from July 1 to Sept. 30, 1946, the 
required reduction in text matter 
was only 5% of the pre-October 


*He’s walking on air since they gave him the IOWA territory” 


You'll feel like that, too— when you discover the 
Des Moines Sunday Register covers 70% of a 
free-spending, state-wide urban market! Yes, 
Iowa becomes one of your TOP 20 urban mar- 
kets—when you use this unique newspaper that 
makes a “‘city”’ out of a state! Tap the rich flow of 
Iowa’s urban spending—add another huge 
metropolitan area to your list at a milline rate 
of only $1.55 — with the Des Moines Sunday 
Register. 


THE DES MOINES 
REGISTER ann TRIBUNE 


covering Metropolitan lowa 


A STATE-WIDE URBAN MARKET RANKING 
AMONG AMERICA’S FIRST 20 CITIES 


ABC Circulation March 31, 1946: Daily 353,590 — Sunday 450,20u 


Nationally represented by Osborn, Scolaro, Meeker & Co., New York-Chicago-Detroit-Philadelphia 
And George D. Close, Inc., San Francisco—Los Angeles—Seattle 


FOK ROUGH 
RANDLING © 


DOUBLE HANDLING — Facing pages 


dling and smart handling as Dow and 


1945 figure. Now, effective Oct. 1, 
the reduction will be increased 
again to 10%. The easement be- 
tween July 1 and Sept. 30 was 
made in connection with the 
Swedish election held here re- 
cently. 

FERNAND A. MARTEAU, 
European Editor, ADVERTISING 
AGE. 

Stockholm, Sept. 20 
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A Slight Twist 
To the Editor: The item in your 
Sept. 23 issue, reporting an in- 
tensified drive by Food and Drug 
Administration against “insanitary 
conditions in food and drug stor- 
age and processing plants,” is mis- 
leading. 
If the paragraphs continued to 
read: “. . . conditions in govern- 
ment and bureau storage and pro- 
cessing plants,” the publicity 
would be very timely. 

J. E. Brown, 
National Advertising Manager, 
Gazette, Schenectady, N. Y. 


7. | 
Screwball Prize 

To the Editor: I nominate for a 
screwball prize the classified ad 
from the business personals col- 
umn of last Sunday’s Chicago 
Tribune which read: 

“Will the lady who tripped the 
waiter at the Blackhawk Satur- 
day night please return the two 
shrimps she picked up? They don’t 
grow on trees.” 

G. N. Lasky, 

Lasky Advertising Service, 

Chicago. 
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in Modern Plastics feature rough han- 
Mills develop unforeseen copy tie-up. 


Take Your Choice 


To the Editor: From time to 
time we have read some very 
amusing coincidences which have 
been reported in your  publica- 
tion. 

This might be an interesting ex- 
ample for you. The two enclosed 
ads, one for Dow Plastics, and the 
other for our client, Elmer E. 
Mills Corporation, constituted two 
facing pages in the September is- 
sue of Modern Plastics. 

Puit Rovupa, 

The Jacobs Company, Inc., 
Chicago. 
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It Pays Off 


To the Editor: I would like to 
inquire if the short pieces that 
have been appearing in ApVERTIS- 
ING AGE under the title “The Pay- 
Off” have been published in book- 
let form. Not having saved back 
copies of the publication I have 
missed a good number of them. 

A. E. WIppIFIELD, 


Sunbeam Corporation, Chi- 
cago. 
[Editor’s Note: Numerous 


readers have suggested book pub- 
lication of the basic material ap- 
pearing weekly in The Pay-Off. 
This is one of our pet projects, 
and we hope to accomplish it be- 
fore too long.] 

7. Fv FY 


Asks Help on Bulletin 
Board for Ads 


To the Editor: A client of ours 
who supplies a great deal of mer- 


chandising material to his trade, 


Write for full 
particulars! 


oo OHIO es 
Advertising Display Co. 
1216-20 Jackson St., 
Cincinnati 10, Ohio 


The hil yf, The yer! ) 
FLUORESCENT DISPLAY 


" . s for any brand name 
- - . for any product or service 
. - « for any retail dept. 


BRIGHTER 


—than neon! 


—than neon! 


COSTS A FRACTION 


—of neon! 
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wants to supply his distributors 
with specifications for a bulletin 
board for tacking up specimens of 
advertising. Preferably it would 
be inexpensive and easy to make 
and put up. 

Have you any information on 
this, or would you care to make 
mention of our need so that those 
who have successfully met this 
problem could give us their ex- 
perience? 

Thanks for any help you can 
give us. 

WILLIAM B. SWANN, 
Associate Melvin F. Hall Ad- 
vertising Agency, Buffalo, 
Mm. Y. 
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Says ‘No’ to Headline 

To the Editor: In view of the 
accompanying illustration the an- 
swer to this headline (You’re ask- 
ing me if it pays to fly!) is ob- 
viously and emphatically—NO!!! 

If that bird had kept its feet on 
the ground instead of letting itself 


Joute ashing Me if a pays to FIFE 
hee tee fore 69 hace bto8 berhors te Lencken, Wook Coreh the nore Kling wihce . 


ae ee . be 
Meee, MVE, Ronsengens , D. be 


264 THE PLAMES Frat Fi} THE GRAS 
Vt AIRLINES OF Yee unite stares 


be flushed, it would still be alive. 

By the way, isn’t that Spencer 
Tracy holding the ill-advised ex- 
flyer? 

D. S. CUMMINGS, 
Chicago. 

P. S. I’d rather fly too, in spite 
of everything. 

P. P. S. Or maybe I should 
have said: “Because of .. .” 
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He Needs It 

To the Editor: Attached is a 
highly amusing positioning coin- 
cidence in the Denver Post Mon- 


$a 


WRESTLING 
MAMMOTH GARDEN 
neevy-|| World's Championship Mateh 
7\f Monday, Sept. 9th, 8:30 FP. M. 


THE BLIMP 


ann cer|l 640 Pounds 
weirht) 
| ae y 


= %e 
Champion Dave 


Tickets New on Sale 
ARENA CIGAR STORE 
be 534 17th St. 
For Reservations Ph. CH. 1966 
ue 
MONDAY AT NOON 4 


day Sept. 9, of Marlin blades and 
“The Blimp” wrestling advertise- 
ments, caught by Eleanor Gil- 
more of our office. 
Pau. H. HEpRICcK, 
President, Craven & Hed- 
rick, Inc., New York. 
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Eno Cockerel’s 


Been Crowing for Long 


To the Editor: “Sunny,” the 
rooster, we all admit, has been 
and is now doing an excellent job 
of “crowing” for good old Schen- 
ley Reserve. However, recent 
mention of this in practically all 
advertising publications, and in 


many newspapers, has caused us 
to exclaim—“What is Sunny crow- 
ing about ... Eno has had a fight- 
ing cockerel crowing since 1919— 
27 years ago!” May we, therefore, 
ask you to make public these facts, 
and thus correct any impression 
as to the rooster that has been 
crowing the longest. 

The Eno cockerel has been used 
since 1919, not only here, but 
throughout the world in connec- 
tion with Eno’s Fruit Salt. This 
cockerel has been appearing on 
packages, on our letterhead, on 
posters and display pieces, as well 
as in advertisements for years. He 
crows, “First thing in the morning 
—take Eno.” So when Schenley’s 
boosters have had perhaps one too 
many, let them heed the cockerels 
advice—‘“First thing in the morn- 
ing—Eno will make you be bright 
and feel right all day!” 

Since 1868 Eno has brought re- 
lief to millions throughout the 
world, and in 1919, the Eno cock- 
erel started crowing. To our 
knowledge, Schenley has_ been 


using the rooster only three or 
four years. 
ARTHUR A. STARIN, 
Advertising Manager, J. C. 
Eno, Inc., Bloomfield, N. J. 
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Sees Much Good 
in General P R Material 


To the Editor: We have often 
wanted to compliment you on the 
splendid, well-balanced publica- 
tion you produce but it took an 
editorial on a subject which di- 
rectly concerns us to stir us from 
our everyday rut long enough to 
chat with you. 

While we agree with what we 
think you mean in your editorial, 
“A PR Concept That Makes 
Sense,” we are wondering if you 
would have people believe that 
nothing good in the way of defin- 
ing the benefits of our free enter- 
prise system will be effective for 
general distribution to employes. 
If this is what you mean, then we 
offer some of our latest Fact Finder 
messages as evidence to the con- 


trary. We hope you will make an 
impartial decision from these mes- 
sages. 

The Fact Finder has been pub- 
lished twice each month for the 
past four years for distribution to 
employes of companies in every 
field of industry subscribing to this 
publication. The Fact Finder is 
unlike other services designed for 
employe distribution because it is 
printed currently while others are 
prepared in sets of messages which 
are all printed in advance. 

The Fact Finder is designed to 
fit the current needs of our ever 
changing economy so that em- 
ployes are given the economic 
knowledge they need in order to 
make the proper decisions today. 
It supplies them with clear think- 
ing to offset hold-back, absentee- 
ism, turnover, irresponsibility and 
disloyalty within the company 
which employs them. 

We think we have something 
quite unusual and thoroughly prac- 
tical to serve industry’s urgent 
need today for better employe 
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understanding. We agree that 
each company should publicize 
its own economic facts and fig- 
ures but employes need even more 
than that — they need simple 
understanding of the basic eco- 
nomic factors concerning wages 
and profits, supply and demand, 
production and security, etc. We 
shall be most interested in know- 
ing your reaction to these mes- 
sages. 
Harry T. EVERINGHAM, 
The Everingham Company, 
Chicago. 


[Editor’s Note: AA believes much 
good can come of general material 
distributed to employes, and has 
no objection to such material, 
much of which serves a very use- 
ful purpose. It stands by its guns, 
however, in reiterating a belief 
that, everything else being equal, 
the more specific such material is, 
the better; the more closely related 
to an individual’s employment 
with a particular company, the 
more effective. ] 


This s)mbol, sreated editorially by HousE 


BEAUTIFUL MAGAZINE, has just one job to do... 


to build bigger and better new business for you! 


Better your lome., ble ‘YOUP Living 


do you know that editorially 
House Beautiful Magazine has run 290 
symbol stamped pages exclusively de- 
voted to the “Better Your Home . . . Bet- 
ter Your Living” theme in their 1946 
issues from January through August? 


amd House Beautiful has run a coast- 
to-coast consumer newspaper campaign 
of 104 advertisements totaling 103,000 
advertising lines! The circulation repre- 
sented in this campaign is approximately 
39,000,000 in 28 major newspapers. 


furthermore retail stores the 
length and breadth of this country have 
taken up the “Better Your Home .. . 
Better Your Living”’ crusade. 477 retailers 
in 294 cities have run—from Feb. 29 to 
July 19—a total of 1,480 advertisements 
or 1,614,248 newspaper lines; a grand 
total of 224,271,900 impressions! 


but where are you? 
Have you been asleep Mr. Manufacturer, 
while the House Beautiful editorial pages 
made this symbol strong . . . while their 
intense consumer advertising campaign 
fortified it . . . while retail stores have 
added the overwhelming weight of their 
own advertising? You’re the guy, after all, 
who has the greatest business potential to 
gain in this Better Living Crusade!. 


put this salesman to 
work for you! Feature this 
business-building symbol in your adver- 
tising, on your letter-heads, shipping 
labels, tags and tickets. Promote the 
“Better Your Home . . . Better Your 
Living” theme in your displays, publicity: 
and direct mail pieces. BETTER YOUR 


BUSINESS WITH BIGGER PROFIT BY SELLING 
BETTER LIVING! 
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Issues Special Section 
The Toledo Blade on Oct. 1 is- 


Increases Ad Rates 
Effective Jan. 1, 1947, Prairie 


sued an eight-page section pro-| Farmer, Chicago, will increase its 
moting the first postwar Com-/ad rates from $2.20 per line to 


munity Chest campaign. 


$2.40 per line. 


WORCESTER 


FAR IN FRONT IN 
REGENT TEST CAMPAIGN 


When the manufacturers of Regent Cigarettes took stock 
of sales from their recent, closely-watched four city test 
campaign—2 newspaper cities, 2 radio cities—Worcester 
was far in the lead. Starting with a pre-established 
figure of 100, percentage of sales increase in Worcester 
went to 380, in City B to 200, City C—133, City D—130. 
Here again is concrete evidence of the responsiveness 
of the great Worcester market to the pages of the 
Worcester Telegram-Gazette. What Regent Cigarettes 
has proved in these four markets with this splendidly 
prepared campaign, you can take advantage of, with 
the thorough coverage of these newspapers—daily cir- 
culation in excess of 135,000, Sunday over 95,000. 


The TELEGRAM -GAZETTE 


~ WORCESTER, MASSACHUSETTS | 


GEORGE FBOoTH Putbiishe- 


ASSOCIATES, NATIONAL REPRESENTATIVES | 


OWNERS of RADIO STATION WTAG 


ABC Network 


CLEVELAND, 0. 
REPRESENTED N 


RESERVATIONS FOR SALES PLANNERS with 


A reservation for choice room in WJW’s fall schedule will 
give sales planners a new lease on the Cleveland money 
market, and service includes more daytime dialers per dol- 
lar in the Cleveland area than any other regional station. 


1ONALLY BY HEADLEY- 


CLEVELAND'S 


STATION 


_ 


850 KC 


WIW eco: 


ese 


Aametine 
Armed Forces 


Joe G. Hudgens (AAF) has 
joined the promotion staff of 
KRNT, Des Moines, Ia. 

Chase Morsey Jr. (AAF) has 
joined the Dazey Corporation, St. 
Louis, as manager of the new cof- 
fee maker division. 

Arthur E. Jones Jr. (Army) has 
rejoined the outdoor media de- 
partment of Young & Rubicam, 
New York, and James E. Cornell 
(Navy) has returned as an assist- 
ant in the supply room. 

William Buxton (Army) has 
joined the Chicago sales force of 
The New Yorker. 

Leonard A. Kamins (AAF) has 
joined Brooke, Smith, French & 
Dorrance, Detroit and New York 
advertising agency. 

D. N. Lott (Navy) is forming 
Lott Enterprises, Santa Monica, 
which will be a parent company 
for Lott Advertising Agency, Unit- 


Pak Vitamin Company headed by 
Mr. Lott, and Townsend Methods, 
Inc., Chicago pre-evaluation firm 
for which he holds exclusive West 
Coast rights. 

John B. McFaddin (Navy) has 
joined the New York advertising 
sales staff of the Wall Street 
Journal. 

John R. Thompson (AAF) has 
joined W. L. Towne Advertising, 
New York agency specializing in 
industrial marketing. 

Hal Gillette (Navy) has joined 
Arnold Andrews, industrial 
agency, Milwaukee, as a junior 
account executive and market re- 
search specialist. 

Ronald C. Johnstone (U. S. 
Marine Corps) has_ rejoined 
Young & Rubicam, New York, as 
an assistant layout man. 


Lord-Taber Appoints 


Lord-Taber Company, Canan- 
daigua, N. Y., manufacturer of 
electrical equipment, has appointed 
Stewart, Hanford & Casler, Roches- 
ter, to handle its advertising. The 
first product to be promoted will 
be Detecto-Master, an automatic 
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fire alarm system and temperature 
watchman for homes, farms, 
greenhouses, etc. Business and 
farm publications and magazines 
will be used. 


. s . a . 
Miss America’ Appoints 

Miss America, New York, has 
appointed Wilbur Eickelberg of 
Keenan & Eickelberg, Los Angeles, 
as Pacific Coast representative. 


Rotarian’ Names Cox 

Sylvan G. Cox has been ap- 
poinied advertising representative 
of Rotarian and Revista Rotaria 
(Spanish edition), published by 
Rotary International, Chicago, to 
cover the southeastern territory, 
with offices in the Miami Herald 
building, Miami. 


Farm Group to Meet 


A National Farm Electrification 
Conference will be held Nov. 7 
and 8 at the Sherman Hotel, Chi- 
cago. The program will cover 
what is being done and what fur- 
ther needs to be done to make 
electricity as useful in agriculture 
as it is in industry. 


Mr. Robert B. Shaw ~ 
presents Certificate 
of Merit for Outstanding 


Achievement to Laurence inc. © 


REET e 


ENGRAVERS OF 


QUALITY 


CHICAGO 5, ILLINOIS 


“WABASH 6284 
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Television Boomed 
as Ready fo Go’ 
at IBA Conference 


(Continued from Page 1) 
major networks not participating 
in the conference. 

In 14 display booths set up for 
the TBA exhibition, three video 
transmitter and studio equipment 
manufacturers unveiled the last 
word in station facilities and eight 
receiver manufacturers showed 28 
different postwar models either in 
production or soon to be produced. 

Image orthicon cameras were 
focussed on the proceedings for 
hours, flashing the images over a 
Schenectady-New York-Philadel- 
phia-Washington, D. C., hookup. 


Raibourn Presents Awards 


TBA’s annual awards of merit 
were presented during a banquet 
session by Paul Raibourn, vice- 
president of Paramount Pictures 
and president of Television Pro- 
ductions, Inc., who headed the 
awards committee. 

Keynote of the affair, the first 
of its kind in two years, was 
sounded by Jack R. Poppele, TBA 
president, who declared it was 
intended to “provide conclusive 
evidence that television is ready 
to proceed on a greatly expanded 
commercial basis’ and that this 
new industry “is well on the way 
to becoming one of the most im- 
portant in the nation.” 

Discussing “What an advertiser 
expects from television commer- 
cials,’ R. M. Gray, manager of 
advertising and sales promotion 
for the Standard Oil Company of 
New Jersey, said that Esso Mar- 
keters, who sponsor the “NBC 
Newsreel” on WNBT, New York, 
are “spending important money” 
in television now for four reasons: 
“Technical experience ... to gain 
knowledge of showmanship in this 
medium (because of) an 
obligation we believe most adver- 
tisers feel toward any new me- 
dium... (and) to gain knowl- 
edge of the best program times 
to suit our individual problems.” 


Results Pay Off 


“Have the results justified these 
immediate expectations from tele- 
vision?” he asked. ‘“‘Yes.’”’ Because, 
for example, the sponsor learned 
that commercials should be short 
—‘“one and a half minutes on our 
10-minute show was about right”; 
that filmed commercials are pref- 
erable, because they “got more of 
the things we wanted in a more 
interesting form” and can be re- 
peated several times; that “enter- 
tainment adds to the palatability” 
of commercials—‘‘a recent survey 
showed that most people... . rated 
our commercials as more interest- 
ing than many of the newsreel 
pictures on the program itself.” 

Some advertisers may find still 
slides or live commercials most 
suited to their use, Mr. Gray said, 
but he added, “my best advice to 
you is to plan a careful budget, 


LOOK IT UP in 
the MARKET DATA BOOK! 
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based on the most reliable esti- 
mates ... and then increase it at 
least 50%. It might save you 
many a headache.” 

John Allen of Marschalk & 
Pratt, discussing “The film ap- 
proach to television commercials,” 
also found that films “usually 
prove superior to the live tech- 
nique,” pointing out that in addi- 
tion to its use in video a 60-second 
film commercial can also be dis- 
tributed to movie theaters. 

Don McClure, television director 
of N. W. Ayer & Son, told of “six 
years’ experience with one client’s 
commercials,” the client being At- 
lantic Refining Company, “one of 
the more courageous experiment- 
ers in television.” Atlantic Re- 
fining has long sponsored football 
telecasts over WPTZ, Philadelphia. 

“We discovered,” said Mr. Mc- 
Clure, “that two to three min- 
utes is much too long a time for 
commercials during an action- 
packed football game. 

“This year we have re-edited 
the Sparky (Atlantic Refining’s 
puppet trademark) commercials to 


run from one and one-half to two 
minutes. 

“The commercials we’ve made 
for the Goodyear Tire & Rubber 
Company for this year’s Army 
games at West Point and New 
York City are even shorter; most 
of them run a minute. To learn 
their effectiveness, we are using 
several survey methods . . . four 
Hooper coincidentals, two panel 
surveys and two personal inter- 
view studies.” 

Among other speakers scheduled 
to be heard were Merlin H. Ayles- 
worth, business consultant and 
former president of NBC; Robert 
S. Peare, vice-president of Gen- 
eral Electric; Edgar Kobak, presi- 
dent of Mutual; Leonard F. 
Cramer, president of DuMont Lab- 
oratories, and William Morris of 
the William Morris Agency. 


FCC SETS DEC. 9 

COLOR VIDEO HEARING 
WASHINGTON—The race between 

black and white and color tele- 

vision was thrown wide open 

Wednesday as the FCC agreed to 


consider CBS’ latest arguments 
for immediate licensing of com- 
mercial color television transmis- 
sion. 

In calling a hearing for Dec. 9 
to re-open the television case, the 
commission said it would collect 
the latest data on both color and 
black and white, and that it would 
want to know when transmitters 
and receivers would be available. 

Significantly, it said it would 
inquire “concerning the practica- 
bility of the mechanical and eco- 
nomic standpoint” of building re- 
ceivers capable of handling both 
color and black and white. 

Willingness of the commission 
to consider commercial color tele- 
vision now represents a consider- 
able victory for CBS engineers, 
who have raced during the past 
two years to perfect color before 
black and white could become 
strongly established as a television 
service. 

Following the major postwar al- 
location hearings in May, 1945, 
the commission ruled that black 
and white could go ahead on a 
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commercial basis, but that color 
had to await further research. 

Commercial television stations 
in black and white became avail- 
able in New York, Chicago, Phila- 
delphia and Schenectady, and 31 
additional construction permits 
were issued. 

Though some black and white 
applicants had withdrawn as CBS 
reported progress in its search for 
color service, 41 additional black 
and white applications are now 
being processed at the commission. 


Arthur Kaye Resigns 


Arthur E. Kaye has resigned as 
general manager and treasurer of 
the St. Louis Star-Times because 
of ill health. No successor has 
been named. 


— Amoercaa 


BEST DRESSED GIRLS 
ARE COVER GIRLS 
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Once you know him, you can never forget him 


He comes out of the half-light in 
the dawn, wheeling and swinging, 
his wings whistling. Behind him 


comes the flock. 


A man rises out of the frosty reeds 
and swings his gun with the birds as 


they swing. 


In him is a feeling no man can 
describe to another—or ever forget. 


It was to be expected that the ten 
thousand lakes of Minnesota and 
the Dakotas, the innumerable 
sloughs and streams and ponds... 
the ducks and fish, the pheasants, 
the grouse and the deer... 
draw and hold an unusual people— 
a people devoted to a way of life, a 
people higher in intelligence and 
literacy, with greater skills and 


greater stability. 


would 


How does this concern you? In 
this way: If you are a manufacturer 
of products of high value and small 
bulk, where the skill, ingenuity and 
dependability of the men in your 
plant can be the most important 
factor in your profits, these Minne- 
sotans are good men to know. Ask 
North Star Woolen Mill Co., makers 
of fine all-wool blankets and fabrics. 
Ask Geo. A. Hormel & Co. of Austin, 
makers of Spam and other quality 
meat products. They’ll repeat this 
statement of an internationally 
known engineering firm: ““The great 
asset of Minnesota is the unique 
skill and intelligence of its people.” 

There are a million of these people 
in the Twin Cities metropolitan 
area. There are others in Duluth, at 
the head of Lake Superior, and in 


Minnesota. 
pendability 


Write us, 


the fine, small cities scattered over 


If human skill and de- 
are important to your 


profits, come here and find them. 


and we'll tell you what 


we know. Or better still, mix a little 
pleasure with business; come and 
see for yourself. The duck season is 
open till November 18th, and South 
Dakota’s season on pheasants runs 
to December 13th. 


#)900,000 Sunday 


OVER 


400.000 Daily 


in the 
Paul Bunyan Market 


Minneapolis Star . « « Minneapolis Tribune 


EVENING 


JOHN COWLES « President 


MORNING & SUNDAY 
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Plastics Boom 
at Exhibit of 
Ad Specialties 


Cuicaco—Plastic and calendars 
will play probably the major roles 
in specialty advertising for the en- 
suing year while leather goods 
will maintain their popularity, ac- 
cording to exhibits shown at the 
43rd annual convention of the Ad- 
vertising Specialty National As- 
sociation held last week at the 
Palmer House here. 

Major concern of specialty ad- 
vertising manufacturers is the now 
common complaint of short sup- 
plies of raw materials. While labor 
presents some problems, many of 
the 49 exhibitors at the show feel 
that materials are the principal 
hurdle. 

Calendars ranging from tiny 


desk-top size to huge wall types 
show little change over styles of 
previous years. According to John 
Baumgarth Company, Chicago 
calendar maker, general costs in 
the calendar field are up about 
25%. Labor accounts for the major 
portion of the increased costs, it 
said. 


Offers Plastics Line 


Strong in its boost for plastics, 
Ohio Plastic Products Sales Com- 
pany, division of J. E. Johnson 
Printing Company, Cleveland, is 
offering items ranging all the way 
from plastic canes, among the first 
to be offered, to golf tees carry- 
ing firm names. The company de- 
clares that it, unlike many others, 
has relatively little supply troubles 
and that its labor relations are 
operating smoothly. It can pro- 
duce virtually any item of plastic 
and will make items to order. 

Winston Mfg. Company, New 
York, maker of leather goods for 
advertising purposes, admitted 
that leather supply is limited but 


declared that it is able to meet 


ANA DIRECTORS—The newly-elected board of directors of the Association of National Advertisers confer at the ANA's 

37th annual meeting recently in Atlantic City. Left to right: E. T. Batchelder, secretary of the ANA; D. H. Odell, Gen- 

eral Motors; Marshall Adams, Mullins Mfg. Co.; W. B. Potter, Eastman Kodak; Albert Brown, Best Foods, ANA treasurer; 

Paul S. Ellison, Sylvania Electric Products, retiring chairman; Robert B. Brown, Bristol-Myers, newly-named vice-chairman; 

Thomas H. Young, U. S. Rubber, new chairman; Paul B. West, ANA president; Don B. Stetler, Standard Brands; Val Schmitz, 

Schaefer Brewing; Arthur H. Boylan, Drackett Co.; H. M. Shackelford, Johns-Manville; Hugh W. Hitchcock, Packard Motor 
Car, and Eric Haase, ANA staff executive. 


orders. 

Among novelty items, Sanders 
Mfg. Company, Nashville, Tenn., 
is offering such articles as multi- 
colored lead pencils in which vari- 


ous colors are fused into one lead. 
Many of its articles are for give- 
away or premium use. 
Fount-O-Ink Company, Los An- 
geles, is offering desk pen and ink- 


DON’T GUESS AT YOUR MARKET—KNOW 


THE BEST BUYING AREAS FOR YOUR PRODUCTS 


Is the distribution of your products planned or 
haphazard? Intelligent planning is impossible with- 
out specific knowledge of key buying areas. The 
Plain Dealer Market Survey department will point 
the way to maximum sales volumes with the mini- 
mum number of outlets. We have provided such 
basic facts for many successful campaigns .. . will 
do so for you. Call or write your P.D. representative 


for an appointment to receive individualized service. 


4 CLEVELAND PLAIN DEAL 
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The Plain Dealer is Enough 
—if You Use It Enough 


The P. D. 2-in-1 market 
(Greater Cleveland plus 
the 26 adjacent counties) 
gives you Qhio’s two 
richest markets at 
one low cost. 


CLEVELAND 


N DEALER 


Estatlished tr 1842 


John B. Woodward, Inc., New York, Chicago, Detroit, San Francisco, Los Angeles 


A. S. Grant, Atlanta 


well sets, frequently used as pre- 
miums. 


Other Premiums Shown 


Many of the exhibitors are not 
aiming at premium business, but 
there was a strong similarity be- 
tween the advertising specialty 
show and the premium exposition 
held here last summer. 

Increased costs are recognized 
by virtually all the specialty mak- 
ers, but there was no definite in- 
dication industry-wide as to the 
general over-all increase. 


National Dairy 


Promotes Stevens 


NEw YorK—A. R. Stevens, Mid- 
west sales manager of National 
Dairy Products Corporation since 
1944, has been named advertising 
and sales promotion director, with 
headquarters in New York. 

Mr. Stevens succeeds Norman 
Bauch, who has been appointed a 
director and _ vice-president in 
charge of sales and advertising of 
Allied Home Products Corporation, 
Beloit, Wis. 

Frank M. Gardner, formerly 
vice-president and general sales 
manager of J. D. Roszell Company, 
Peoria, Ill., has been appointed 
sales and advertising manager of 
the Midwest territory, with head- 
quarters in Chicago. 


Ad Golfers Elect 


Gale Blocki Jr. of John Blair & 
Co. has been elected president of 
the Western Advertising Golfers 
Association. Other officers elected 
are H. R. Van Gunten, Foote, Cone 
& Belding, first vice-president; De 
Witte S. Dobson, Curtis Publish- 
ing Company, second vice-presi- 
dent; Wm. T. White, Wieboldt 
Stores, secretary, and H. W. Mark- 
ward, Life, treasurer. 


Macdonald Joins Peller 


Kenneth W. Macdonald, for- 
merly sales manager of O’Keefe’s 
Brewing Company, Toronto, has 
joined Peller Brewing Company, 
Hamilton, Ont., in the same Ca- 
pacity. 


IF YOU HAVEN'T 
SEEN THIS MARKET 


You'll want to know why certain 
foods, drinks, cosmetics and 
cigarettes are missing out on it. 


...For it is all around you, with 
seven billion dollars to spend on 
everything people buy anywhere. 
Yes, the Negro market is so close 
to us all that it’s easy to overlook 
it. And yet it is amazingly easy to 
reach it, too, for the Negro looks 
to his race press for guidance. 
Your advertising in his papers can 
earn his confidence, good will, and 
regular patronage. 

So no matter what your product is, 
it will pay you to write to Inter- 
state United Newspapers, Inc., 545 
Fifth Avenue, New York, for the 
facts and the success stories built 
out of reaching this great and 
growing market through economi- 


cal advertising. Write now. 
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Ban Platitudes, 
McClelland Tells 


Financial Admen 


(Continued from Page 1) 


“it takes more than beautiful 
script superimposed on fluted col- 
umns of a pseudo-classical facade 
to sell banking today.” He called 
useless such copy as “Banks are 
the vindication of private enter- 
prise’? or the “stepping stones of 
progress” and “firm foundation of 
our economy.” 


‘Have Something to Sell’ 


“Some progress has been made,” 
he observed. “But there is still 
a long way to go. Too many bank- 
ers have been created in the mold 
of men of distinction, whereas they 
fit more nearly the type of so- 
called regular guys. We have gone 
on the assumption we have some- 
thing people want to buy. But 
really we have something to sell. 

“Banks must be persuaded to 
come down out of the bleachers 
and join the squad and get more 
body contact with the people. 
Show me a bank that has done 
this and I will show you a good 
bank.” 

Swayne Goodenough, vice-presi- 
dent, Lincoln Rochester Trust 
Company, Rochester, was elected 
president of the association. Other 
new officers are: Vice-presidents, 
Robert Lindquist, American Na- 
tional Bank & Trust Company, 
Chicago; Allen Crawford, Bankers 
Trust Company, Detroit, and John 
de Laittre, Farmers & Mechanics 
Savings Bank, Minneapolis, and 
treasurer, Chester L. Price, City 
National Bank & Trust Company, 
Chicago. 


98% Use Newspapers 


Delegates to the convention were 
reminded by Robert R. Gros, pub- 
licity and advertising director, Pa- 
cific Gas & Electric Company, that 
people all over the world are 
looking to leadership from Amer- 
ica and that if America fails they 
will turn to Russia for leadership. 

John R. Christie, assistant vice- 
president, Citizens National Trust 
& Savings Bank, Los Angeles, re- 
ported that a survey made among 
association member banks showed 
that 98% use newspaper space in 
their advertising. Presiding at a 
session on departmental advertis- 
ing, Mr. Christie said that about 
24% of the banks’ ad budgets are 
spent in newspapers. 


Reuschle, Kelleher 
Join SSC&B Media 


Robert Reuschle, formerly with 
Young & Rubicam, has joined Sul- 
livan, Stauffer, Colwell & Bayles, 
Inc., New York, in charge of sta- 
tion relations and time buying. 

John Kelleher, formerly of 


Lever Bros. Company, Cambridge, 
Mass., has joined SSC&B’s media 
department 
buying. 


in charge of space 


| sHIP 
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PROVED BY 
20 READER 
PREFERENCE SURVEYS 


he National Newspaper of Marketing 
100 E. Ohio St., Chicago 11, Ill. 


‘Reader's Digest’ Plans 
French Edition in Feb. 


Reader’s Digest announced this 
week that it will begin publica- 
tion of a French edition in Feb- 
ruary. Departing from usual prac- 
tice, the new edition will be 
published in France. It will carry 
advertising, and will have an ini- 
tial circulation of 250,000 in 
France, Belgium, Switzerland and 
French Colonies. The circulation 
will be increased to 350,000 in 
August. The French edition is the 
tenth international edition for the 
magazine. 


Breiel Transferred 

John H. Breiel, in the New York 
office of the Reader’s Digest In- 
ternational Editions, Inc., since his 
release to inactive duty a year 
ago from the U. S. Marine Corps, 
has been appointed western man- 
ager, with temporary headquar- 
ters at 163 E. Ohio St., Chicago. 
Before the war Mr. Breiel was as- 
sistant eastern manager for Mc- 
Graw-Hill Publishing Company, 
New York, and previously he had 
been director of public relations 
for N. W. Ayer & Son. 


Sears Announces 
New Phonograph 
Record Club 


CuiIcaco—Sears, Roebuck & Co. 
announced Friday that a phono- 
graph record club patterned after 
its People’s Book Club will be 
launched through the Christmas 
catalog to be distributed this week. 
Inauguration of the new record- 
selling venture this Christmas was 
forecast by ADVERTISING AGE last 
summer (Private Lines, July 1). 

The new Silvertone Record Club 
will get five pages in the Christ- 
mas catalog. The club features 
12-inch Vinylite records at $1.50 
each, plus a bonus of one for each 
four purchased. They are pro- 
duced and recorded by Associated 
Muzak Corporation. 

Members get a monthly maga- 
zine and a choice of four new rec- 
ords a month. The initial offer- 
ing includes 10 records, with a 
sprinkling of operatic and concert 
favorites and other “accepted” 


The club will make no ex- 


tunes. 
cursions into new musical fields, 


confining itself to pressings of 
“carefully selected masterpieces of 
popular light concert and concert 
music.” 

Among artists who have record- 
ed for the club are vocalists Lanny 
Ross, Vivian Della Chiesa and 
Claramae Turner; conductors 
Erich Leinsdorf, Sylvan Levin and 
Allen Roth; and arranger-conduc- 
tors Glenn Osser and Ted Dale. 

Selections must be made in pairs 
of records, with a minimum an- 
nual purchase of eight. 


Launches Airplane Drive 


Boeing Aircraft Company, Se- 
attle, has started a campaign for 
its Feeder plane, the 417. Copy, 
which stresses that the Feeder 
plane will “bring the flight age 
to every town,” will appear in 
Newsweek and Time in black and 
white, and in four-color copy in 
December issues. Aviation busi- 
ness papers will also carry the 
copy. N. W. Ayer & Son, San 
Francisco, is the agency. 


ee 
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R&R Elects Watson V.P. 


Robert M. Watson, who joined 
the New York office of Ruthrauff 
& Ryan in 1943 as an account ex- 
ecutive after having been for 
three years Manager of the 
agency’s San Francisco office, has 
been elected vice-president. Be- 
fore joining R&R, he was adver- 
tising and sales promotion man- 
ager of O’Connor Moffatt & Co., 
San Francisco. 


Olsen Joins Irwin 


Hobard Olsen, formerly public 
relations director of the Milwau- 
kee Medical Center, has joined 
James Irwin & Associates, New 
York and Chicago management 
consultant on public and employe 
relations. 


STANDARD AND PHOTOGRAPHIG Bal 
SIWK SCREEN PROCESS 
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The population of the city of Dallas is now just under 500,000; that 
of Dallas County is about 100,000 more. 


__ He Dallas Morning News 


THE TEXAS ALMANAC 
RADIO STATIONS WFAA AND KGKO 


The gods gave to Romulus, traditional founder 
of Rome, for his townsite, all the land that he 
could plow around in ONE DAY. 


46.4% increase since the 1940 census. 
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Tremendous, obviously. But that’s only the metropolitan area. 
That’s not ALL the Dallas market! 


The population of the rest of Texas’ major market area has grown 
tremendously too. You still do only HALF the job when you sell the 
Wise advertisers can still plow around the Greater Dallas Area in a 


morning, with THE NEWS as a plow, and reap a rich harvest. 


Because this area is no mere city or county. It’s ALL of the wealthy 
city-town-village-farm community that comprises Texas’ No. 1 Market. 


Sell the readers of The News and you have sold the Dallas market 


aw wet 


John B. Woodward, Inc. 
Representatives 
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You cannot successfully get rid of grey hairs by cutting them out but you can 
cut out some of the worries that may be causing them. If you have photo-engraving worries 


simply telephone FRAnklin 5854. That’s the phone number of COLLINS, MILLER & HUTCHINGS, 


es Chicago photo-engravers at 207 North Michigan Avenue, Chicago 1, Illinois. am 
They maintain that there’s not a grey hair in a carload bisa 
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of their superfine color plates, halftones and zines. Mulle 
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PHOTOGRAPHIC REVIEW | 


MILLION-DOLLAR SAFETY DRIVE—Helen Crabtree of the Advertising Coun- 

cil points out how advertisers have contributed over $1,000,000 in space and 

time to promote safety, at a display at the National Safety Congress in 

Chicago. Listeners are, left to right: W. A. Jimison, advertising manager, 

Borden Co., Chicago; Leo Rosenberg, vice-president, Foote, Cone & Belding, 
task force agency, and Francis H. Marling, ad manager, Pure Oil Co. 


4 . od = | ee 


GETS BLOOD DONOR CITATION—The American Legion blood donor com- 

mittee's blood donor award went to, Narragansett Brewery, Cranston, R. |., for 

cooperation in making appeals on its baseball broadcasts over the Yankee Net. 

Left to right are Commander Frank Simpson of the Grosscup Pishon post, the 

admen's post of Boston; Charles E. Neilan, chairman of the Legion committee; 

John W. Haley, Narragansett ad manager, and Jim Britt and Tom Hussey, 
Yankee Network sportscasters. 
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IT'S BACK—Flour is back, as these two ads indicate. One heralds Gold Medal's 


return to the shelves after a government-enforced holiday. The other reveals 
the good news anent International Milling Co.'s Velvet cake and pastry flour. 


FOUR VIEWPOINTS—At its opening fall luncheon early this month New 
York's Radio Executives Club heard "Responsibility in Radio" discussed from 
four viewpoints by these speakers: (left to right) Arthur Pryor Jr., vice- 
president in charge of radio of BBDO, representing advertisers; Frank E. 
Mullen, vice-president and general manager of NBC, representing broad- 
casters; Dean Mildred Thompson of Vassar College, speaking for the listening 
public, and James Lawrence Fly, a FCC chairman, for the government's 
side. 
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AIDS CHILDREN—Henry Doorly, pub- 
lisher of the Omaha World-Herald, 
who conceived the idea for a Children's 
Memorial Hospital to care for sick and 
crippled children of Nebraska and west- 
ern lowa, is shown laying the corner- 
stone of the 100-bed institution. 
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Here's « new freedom in iving ... A home amart and prac: 
tical, free from needters expense ... A new woy of living 
which more ond more smart people say brings better health, 
lessened ities, and new opp for travel 
These advontages con ali be yours, too, at surprisingly tow 
cost, 8 a sdosk, modem trailer coach as smart a4 tomorrow 

See these morvels of comtort and efficiency ot your trailer 
caech dealer's today. But, be are the cosh you buy is 
mode by o member of the Troiler Coach Manufacturers 
Atsaciation—all working together to give you ever better 
iraiter coaches and finer trailer parks. Write for fres 20- 
page calerfl dook on traifer living: “Live and Ploy the 
Traiter Coach Woy". Address Dept. » Trotter Coach 
Afra, Agn'n,, HEL W, Washington St, Chicags 2, ittinois, 
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TRAILER LIVING IS FUN—So goes the theme of the campaign being released 
soon in Holiday and The Saturday Evening Post by the Trailer Coach Manufac- 
turers Association, Chicago. The group is also endeavoring to improve trailer 
park conditions by issuance of its seal to those qualifying. (Story on Page 58) 


SO LONG TO SCOTT SMITH—These veterans of the Critchfield agency, Chicago, gathered at an informal lunch (no 
speeches) at Ricardo's restaurant to honor Scott C. Smith prior to his departure for California. The event brought together 
the boys of yesteryear, many of whom hadn't seen each other for a quarter of a century. Here are the oldtimers as of 
today. Reading clockwise, outside table seats: Jake Goldstein, Merl Blackburn, R. E. Moorhead, Paul Johnston, A. Bilow, 
Leonard Farb, Harry Thorsen, Roy Steffens, Eddie Groenboom, Mr. Smith, Ed Nesbitt, Charley Morris, Joe Hunter, George 
Daugherty, Charley Byrne, Ed Murfey, Burt Morse, J. Hockings, Max Cowing and Lingle Scantlin. Inside table seats: Charley 
Davies, Earl Porter, Ed Romer, Fred Geisler, Louis Graham, Art Menning, Carl Lochner, Roy Birkle, Fred Robbins, Ralph 
Cushing, George Barclay, Jeff Grant and Fred Mellis. 
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ECONOMICS LECTURER—When Willys-Overland introduced its new Jeep line to 400 editors and business men Oct. 2 it 


also provided them with a basic lesson in economics. Here James D. Mooney, Willys president, operates one of the 


three-dimensional graphic units which he invented to demonstrate how the economy operates. 


By means of a flow of 


colored liquid, the device illustrates the operation of the law of supply and demand. 
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Promotion Group 
Analyzes Problems 
of ‘Median Press’ 


(Continued from Page 2) 


planned ways to spend it in the 
succeeding three meetings. 

On Monday afternoon, Tom 
Black, New York Sun, led a panel 
devoted to outlining a $5,000 re- 
search program for the “Median 
Press.” 

Archibald S. Bennett, president 
of A. S. Bennett Associates, New 
York, urged a research program 


 sananmaaameeemecenmeemmamemmammaat™ 
ALMANACS! CALENDARS! 


(Used Daily Throughout the Year) 
PRINT YOUR OWN ADVERTISING MEDIUM 
We sup complete cepy for U. S. and 
Ferelgn ntries — Astronomical and 
Adrelogical Data, Weather Forecasts, 
Planting and Fishing Tables, Ete. 


HART WRIGHT CO. 


Pena Yan, New York 


to meet the standards and require- 
ments of the advertiser and best 
promote the interests of the paper. 

John Holzhod, Bureau of Ad- 
vertising, gave basic economic 
data on the “Median Press” trad- 
ing zone from the bureau’s county 
survey (AA, Oct. 7) and empha- 
sized the use all newspapers can 
make of such data. 

Mr. Bennett recommended a 
continuing consumer study con- 
ducted quarterly, and said that 
an adequate beginning could be 
made for this newspaper for 
$5,000. He allocated $1,000 for 
headquarters supervision, $100 for 
preparing questionnaires and in- 
structions, $420 for 60 days of 
interviewing at $7 a day (480 in- 
terviews constituting an adequate 
sample), $420 for tabulation at 50 
cents a report, $200 for a presen- 
tation and a “cushion” of $40. 


Describes Adequate Sample 


Russell H. Colley, of the Ben- 
nett firm, defined a representative 
sample and the use of a slide-rule 
calculator of error, while Mr. 


Bennett emphasized the impor- 
tance of using properly trained 
and qualified interviewers rather 
than working through parent- 
teacher associations or similar 
local groups. 

Mr. Black emphasized local re- 
search in the $1,000 headquarters 
budget, and suggested mail sur- 
veys on the subscription list, and 
the collection and analysis of data 
for the editorial and local adver- 
tising departments as well as for 
the national advertising depart- 
ment. 

The promotion men attending 
cited the fact that the suggested 
program was only one of many 
that could be conducted, and that 
the important thing was making 
a start, preferably on a continuing 
study, and doing an objective, in- 
formative job. 

Fred N. Lowe, Pittsburgh Post- 
Gazette, led a Tuesday morning 
panel on advertising promotion 
and outlined suggestions for 
preparation of a sales manual in- 
cluding basic economic data, a 
history of the paper, a description 


of its editorial policy, results of 
the continuing study, ABC figures, 
figures on magazine and radio 
coverage in the “Median Press” 
area, and cost figures on retail 
linage as against other media such 
as direct mail. 


‘Ice-Cold Prospects’ 


H. H. Morse, New York World- 
Telegram, demonstrated special 
presentations designed to thaw 
“ice-cold prospects.” He outlined 
an approach for such presentations 
based on an identification of the 
form of the prospect’s product 
with the format of the presenta- 
tion. He stressed the necessity of 
an emotional rather than a mental 
approach toward prospects on 
whom all other presentations had 
failed. Mr. Lowe then outlined 
the more conventional form of 
presentation and members of the 
panel contributed, from their own 
experience, instances of use of 
special presentations for individ- 
ual advertisers. 

Most of the promotion men rec- 
ommended for the ‘Median Press” 


great people—cigars, candy bars, pub- 
lic parks and skyscrapers. Cities, too. 
And states. Even countries. 


But the days of the week were named in 
honor of the Sun, the Moon and several an- 
cient gods. Tuesday is Tyr’s Day. Thursday 
is Thor’s Day. And Wednesday, up until now, 


was Woden’s Day. 


But not any more. 


Wednesday is Bingsday now. 


‘*T guess you’ve had your day, Woden, old 
man,” cracked Thor when the gods heard the 


news. 


“But they can’t DO this to me!” Woden 


roared. 


“They can’t, eh?” beamed the Moon. “You 
just don’t know this man Crosby! I used to 
think I had tremendous drawing power — but 
for the last three years Bing has been ac- 
claimed the biggest box office money draw in 
the entertainment world.” 


“But —” 


“And besides,” added Tyr, “last year his 
phonograph records sold to the tune of eight 
million platters —which makes your mythical 


Don’t miss the new BING CROSBY SHOW 


Wednesday Nights 10:00-10:30 Est—9:00-9:30 in all other time zones 
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records look pretty weak, indeed!” 


“Not only that,” said Saturn, “but his 
movies have played to millions of paying cus- 
tomers. And he’s piling up more awards in 
movies and radio than you could in a month 
of Wednesdays —I mean, Bingsdays.” 


“But why did he have to pick on my day?” 


persisted Woden. “Why not Sun Day, or 
Thor’s Day, or Tyr’s Day?” 


you know.” 


“What air?” 


“The American Broadcasting Company’s 
air, of course! Sponsored by Philco, the world’s [ 
largest radio manufacturer, Bing sings as only 
Bing can sing every Bingsday night from ten 
to ten-thirty in the East and from nine to nine- 
thirty everywhere else across the country.” 

“You know,”’ Woden decided, “I’m begin- 
ning to like this. Now, instead of working so 
hard at being Wednesday, I can stay home 
Bingsday night and hear Crosby sing !”’ 

“Which,” added Thor, “is what just about 
everybody else in creation will be doing! 


“Because everybody knows that Wednes- 
day is the night. It’s Ais night. On the air, 
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a form of presentation which used 
the same basic sheets for all ac- 
counts, but which could be per- 
sonalized for each account by the 
comparatively inexpensive prepa- 
ration of a few key pages. 

George Morris, New York Daily 
News, stressed the importance of 
special jobs designed for an in- 
dividual advertiser by following 
up on a salesman’s suggestions. 
He reported how the News had 
landed an airline account by fol- 
lowing up a list of passengers in- 
volved in an airline crash, getting 
home photographs, economic and 
occupational data, and other per- 
sonal information about them, and 
then making a presentation show- 
ing that airline passengers were 
predominantly from the middle 
class group which the News 
stresses as its readers. 

Christopher A. Anderson, Nassau 
Daily Review-Star, Hempstead, 
L. I., led a discussion of business 
paper advertising on a “Median 
Press” budget of $9,000. He rec- 
ommended a_ $7,600 campaign 
using fractional space units in all 
business papers to achieve fre- 
quency and continuity of impres- 
sion, rather than a campaign in 
two or three leading papers using 
larger space units to cover the 
field. 


Urges Leaders Instead 


W. T. Blake, Winston-Salem 
Journal and Sentinel, disagreed 
with Mr. Anderson and recom- 
mended instead a campaign in the 
two papers which were leaders 
in the manufacturer and advertis- 
ing agency classifications of cir- 
culation. Mr. Blake said he was 
interested in paying to reach these 
people rather than other promo- 
tion men, 

L. F. Newmeyer, public relations 
director of the Toledo Blade (in 
an earlier session Mr. Newmeyer 
had suggested that “promotion 
manager” was an unfortunate title 
and that promotion men should be 
called “public relations man- 
agers’’), disagreed with both and 
Said that the “Median Press” prob- 
lem was selling local space rather 
than national. 

Kenneth Mason, Brooklyn 
Eagle, recommended a $6,000 direct 
mail campaign and emphasized 
the importance of checking the 
mailing list and the value of using 
the retail sales calendar of the 
Bureau of Advertising for local 
mailings and of market data fold- 
ers and actual copies or reproduc- 
tions of the paper itself for na- 
tional advertisers. Mr. Blake 
covered the preparation of route 
lists. 

Leaders Tuesday afternoon in- 
cluded Frank Knight, Gazette, 
Charleston, W. Va., on a program 
of public service events for the 
paper; Anthony Saeli, L. Richard 
Guylay Associates, New York, 
who outlined a public relations 
program; Richard Henderson, 
Hartford Times, on circulation and 
editorial promotion in competing 
media, and Arthur W. Rollka, 
Bronx Home News, on a program 
of carrier boy promotion. 
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‘Look’ Guild Unit 
Votes for Strike 
in Hiring Dispute 


Preferential Rehiring 
Is Issue Following 
Economy Slashes 


New YorK—The Look chapter 
of the American Newspaper Guild 
voted Oct. 9 to strike if the man- 
agement did not meet its demands 
for preferential rehiring of em- 
ployes discharged in recent econ- 
omy reductions. 

Paul Marcus, chairman of the 
Look guild unit, told AA that the 
employes did not question man- 
agement’s right to dispense with 
the book and research depart- 
ments, but that they felt the dis- 
charged employes should be guar- 
anteed preference in any job open- 
ings on the magazine. Mr. Marcus 
said Look had offered to consider 
discharged employes for any jobs, 
and to hire them if they were su- 
perior to other applicants. The 
guild does not regard this as suffi- 
cient. 


Not a Threat 


Mr. Marcus said he told the Oct. 
9 meeting that the strike vote was 
not to be used as a club or threat 
with Look’s management, and that 
unit leaders were still willing to 
work out an agreement with the 
management. 

Most of Look’s editorial em- 
ployes are in New York, with a 
small staff in Hollywood, which 
Mr. Marcus believes will also be 
affected by the strike if it occurs. 

Present demands, Mr. Marcus 
emphasized, represent those with 
which the unit will be satisfied 
without a strike. If they have to 
strike, he said, demands will be 
altered. 

Look officials said they believed 
the guild was misinterpreting the 
previous offer of management, and 
that discharged employes would 
get preferences. Another issue 
troubling the management is the 
guild’s request for severance pay 
for discharged members who quit 
immediately instead of waiting for 
the discharge date. Thus a book 
department employe who is slated 
for dismissal on March 16 would 
be able to quit and draw his sev- 
erance pay. The company regards 
this as a violation of its contract 
with the guild. 


Gradual Release 


Despite Walter Winchell’s re- 
port last Sunday night that 75 
Look employes had been dis- 
charged, Look officials said that 
between 25 and 30 people were 
released when the reader research 
department was discontinued, and 
that “25 or 30” people would be 
released intermittently between 
now and March 16, the tentative 
date set for the closing of the 
magazine’s book department. 

The visual research department 
was merged with the editorial re- 
search department some time ago, 
and most of the division’s em- 
ployes were absorbed. 

A company spokesman said the 
publication’s book department had 
functioned on a special assignment 
basis, and that extra personnel 
had been hired as necessary to 
complete projects under way. 


Explains Setup 


With the decision to discontinue 
the book department, employes 
would be released as the various 
books on which they worked were 
finished. “No new commitments 
are being made by the depart- 
ment,” the spokesman said, and 
consequently the number of em- 
ployes will be cut down gradually 
until March, when the last of the 


Last Minute News Flashes 
Eleven Dailies Sign with Ad Network 


NEw YorK — Nine newspapers have signed as basic members and 
two as supplementary members of the American Newspaper Adver- 
tising Network for the Pacific region. Basic members are Fresno Bee, 
Los Angeles Times, Phoenix Republic and Gazette, Portland Journal, 
Sacramento Bee, Salt Lake City Tribune and Telegram, San Francisco 
Chronicle, Seattle Times, and Spokane Spokesman-Review and Chron- 


icle. 
coma News-Tribune. 


Supplementaries are the Long Beach Press-Telegram and Ta- 


Hartman Named by Gregg Shoe Manufacturer 

BAYONNE, N. J.— Gregg Company, manufacturer of Rub-R-Rope 
soled shoes, will advertise through L. H. Hartman Company, New 
York. About $100,000 will be spent in fashion and mass magazines 
on a new line of casual shoes in the $2-$4 price range. 


Kleppner Agency Gets Champagne Account 
NEw York—Schenley Import Corporation has appointed the Klepp- 
ner Company, New York, to handle advertising for Charles Heidsieck 


French champagne. 


Class magazines will be used. 


scheduled publications should be 
finished. 

The spokesman also said that the 
magazine had assured employes 
who were released that they 
would be given preference in re- 
employment. This was a key point 
of contention, since some dis- 
charged employes asserted that 
they were not given preference 
when new jobs opened up. 


Roanoke Proposes 
Advertising Tax 


ROANOKE, Va.— The _ recently- 
elected Roanoke city council has 
proposed a 5% tax on commercial 
advertising in newspapers pub- 
lished here. 

In addition to producing reve- 
nue, the tax is said to be planned 
in part as “retaliation” on Roa- 
noke’s two newspapers, the Times 
and World-News, which opposed 
the winning candidates during the 
campaign. Both newspapers are 
operated under the same owner- 
ship, with Junius P. Fishburn as 
publisher. 

The proposed tax may be ex- 
tended to radio, outdoor and other 
media. 


PAUL TEAS 


CLEVELAND — Paul Teas, one of 
this city’s best known industrial 
advertising men, died suddenly 
Oct. 6 at his home in Hudson, O. 
He was at one time connected with 
the old H. K. McCann Company, 
now McCann-Erickson, and found- 
ed his own agency, Paul Teas, Inc., 
in 1920. 

Mr. Teas was one of the organ- 
izers of the Industrial Marketers 
of Cleveland, and served for sev- 
eral years as its secretary-treas- 
urer. He also served on the board 
of the NIAA, and was a former 
president and director of the 
Cleveland Advertising Club. 


WESLEY G. PAULSON 

Cuicaco — Wesley G. Paulson, 
editor of Hitchcock Publishing 
Company’s Machine Tool Bluebook 
for the past nine years, died Oct. 5 
of a heart attack at his home. He 
was 59 years old. 


WILLIAM C. IRWIN 


CHARLOTTE, N. C.—William Carr 
Irwin, 46, vice-president of Station 
WSOC, died suddenly Oct. 6 at his 
home. He had been in declining 
health for the past two years. 


F. W. KROECK 


New YorK—Frederick W. 
Kroeck, 51, eastern manager of 
Household Magazine, died in Bos- 
ton, Sept. 27, while on a business 
trip. He had served with the pub- 
lication 23 years. 


Davis Agency Moves 


The telephone number for the 
Irving Davis Company, New York 
advertising agency, which moved 
its offices from 655 Fifth Ave., to 
15 Park Row, is Cortlandt 7-8413 
and not Beekman 3-5409, as in- 
correctly listed last week. 


CIO-PAC Readies 


Leaflets, Posters 


NEw YorK—The CIO Political 
Action Committee this week he- 
gan distribution of more than 20,- 
000,000 leaflets and 50,000 posters 
to round out its all-out election 
program (AA, Sept. 30). 

A series of five posters by artist 
Ben Shahn will be distributed 
through 300 centers, including 
unions and CIO councils, and 
posted in paid and donated space, 
while the leaflets have been pre- 
pared for candidates in more than 
150 congressional districts. 

Cost of this phase of the cam- 
paign exceeds $100,000, although 
this may be increased “if the pres- 
sure is very high,’ Allen Reitman, 
PAC publicity director, said. 

In addition to these activities 
and a radio spot campaign pre- 
viously reported in AA, PAC is 
spending about $3,000 a week on 
special services, including a car- 
toon service, a clip-sheet service 
for labor papers and dailies, and 
special services for 300 Negro and 
650 foreign-language newspapers. 
PAC is also offering creative serv- 
ices in the preparation of visual 
material for specific local cam- 
paigns. 


J. E. Drew Takes NAM 
Public Relations Job 


J. E. Drew, formerly assistant 
director of promotion of the 
American Gas Association and 

deputy manager 
‘ of the American 
Bankers Associa- 
tion, has joined 
the National As- 
sociation of 
Manufacturers as 
an assistant to 
Holcombe Parkes, 
vice - president 
in charge of pub- 
. lie relations. 

Mr. Drew en- 
tered _ business 
life with Ameri- 


J. E. Drew 
can Trust Company, San Francisco, 


where he was vice-president in 
charge of public relations and 
new business. In 1939 he was 
appointed director of public rela- 
tions for the California Bankers 
Association, and in 1942 he joined 
the American Bankers Association, 
where he became deputy manager 
in 1943. He joined the American 
Gas Association last February. 


Knodel Joins Avery; 
Firm Changes Name 


J. W. Knodel, formerly director 
of national sales of the radio divi- 
sion of Field Enterprises, Inc., has 
been appointed executive vice- 
president of Lewis H. Avery, Inc., 
station representative with offices 
in New York, San Francisco, Los 
Angeles and Chicago. The com- 
pany has changed its name to 
Avery-Knodel, Inc. 


P&G Promotes McElroy 


Neil H. McElroy, vice-president 
in charge of advertising and pro- 
motion and assistant to the presi- 
dent of Procter & Gamble, Cincin- 
nati, has been elected vice-presi- 
dent and general manager. 


to Coast 


Bumper Crop, Coast 
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CHECK THAT CAR!—Gulf Refining 
Co., Pittsburgh, pictures typical smash- 
ups in urging motorists to check their 
cars for defects, and to be careful, 
besides, because many others on the 
road haven't been. This large-space 
ad ran in newspapers throughout south- 
ern states. 


ABC, in One Day, 
Sells 85 Minutes 


NEw YorK—American Broad- 
casting Company, selling two half- 
hour periods and a 25-minute pro- 
gram in a single day last week, 
claimed a “new high for recent 
months in new network business’ 
signed on one date, 

The Raymond Laboratories, Inc., 
St. Paul, signed through Roche, 
Williams & Cleary, New York, to 
sponsor “The Affairs of Ann Scot- 
land,” starring Arlene Francis as a 
female private detective, for 52 
weeks starting Oct. 30. The pro- 
gram will be aired Wednesdays, 
9-9:30 p.m., EST, for Rayve sham- 
poo. 

“Sammy Kaye’s Sunday Sere- 
nade,” which Raymond Labora- 
tories has been sponsoring, will be 
taken over by Richard Hudnut on 
Oct. 27 under a contract signed 
through Roche, Williams & Cleary, 
for Gemay perfumes and cosmet- 
ics. “Serenade” is heard at 1:30- 
1:55 p.m., EST, Sundays. 

Hastings Mfg. Company, Hast- 
ings, Mich., which signed off Oct. 
6 as sponsor of “Right Down Your 
Alley,” bought “I Deal in Crime,” 
starring William Gargan as a pri- 
vate investigator, effective Oct. 12. 
The program was introduced in 
the Saturday 8:30-9 p.m., EST, 
spot for Hastings’ piston rings and 
Casite anti-sludge compound. 
Agency is Keeling & Co. 


Sporn Named Head 
of Raffia Toiletries 


Woodrow H. Sporn, who was 
associated before the war with 
such advertising agencies as 
Blackett-Sample-Hummert, Ma- 
son, and Duane Jones, has been 
named president of a new corpo- 
ration, Huntley Ltd., with offices 
in London and New York, which 
will manufacture and market a 
new line of men’s toiletries under 
the trade name of Raffia. 

The firm will name an agency 
late this year, AA was informed, 
to handle national advertising 
plans which include use of news- 
papers in major markets, a net- 
work radio show, spot radio, class 
magazines and direct mail. 


Changes to Armando 


With the resignation of Henry 
H. Stansbury from Armando & 
Stansbury Ltd., New York, the 
new agency has changed its name 
to Armando Advertising Ltd. Mr. 
and Mrs. Armando and Patricia 
Burke are officers of the company 
and Edwin C. Oppenheimer, ac- 
count executive on the Gar Wood 
account, is a director. 


Appoints Standen 


C. R. Standen has been named 
to be in charge of advertising of 
Ladish Drop Forge Company, 
Cudahy, Wis., succeeding Tom F. 
Finn. 
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‘Cosmo’ Team 
Leads Parley on 
Commercial Art 


Cuicaco—Lured by a three-star 
editorial-illustration team from 
Cosmopolitan, more than 600 
art directors, artists, typographers 
and production men crowded a 
Continental Hotel dining room 
Thursday night to establish a 
near-record audience for a serious 
commercial art discussion. 

The $5-a-plate event received 
added impetus from the announced 
door prizes—original cover art 
work by top illustrators—and the 
opening of a three months’ con- 
test to uncover new illustrator 
talent among Chicago studios. 

Cosmopolitan’s ex-G.I. editor,’ 
Arthur Gordon, challenged the 
advertising artists to turn to edi- 
torial pages for the emotional ex- 
pression and technical experimen- 
tation which they cannot obtain 
within the strictly pre-calculated 
framework of advertising layouts. 


Steps Up Readership 


Mr. Gordon pointed out that 
good illustration can increase read- 
ership ratings of fiction features 
by 15 to 25%; that its function is 
to sell fiction content and maga- 
zine copies. 

Edmond Witalis, art director, 
emphasized the responsibility of 
“slick” magazines to foster new 
talent and gradually to elevate 
the artistic appreciation of read- 
ers. He outlined the magazine’s 
competition, which will give an 
unknown Chicago artist his first 
opportunity to break into national 
magazine illustration at top rates. 

Illustrator John Gannam dem- 
onstrated that top-flight magazine 
art comes “the hard way” with an 
amusing commentary on Koda- 
chrome slides of a score of full- 
color sketches of one _ building, 
which he made before tackling a 
single finished illustration. 

The meeting was sponsored 
jointly by the Art Directors Club, 
Artists Guild and Society of Ty- 
pographic Arts. 


Network Co-Ops 
Adding Sponsors 


New York — Three of the four 
major radio networks have re- 
ported substantial additions to 
their ranks of local sponsors for 
cooperative programs in the past 
fortnight. 

Mutual, well out front in sales 
of co-ops (AA, Aug. 26), reported 
“a new high” in this field, 71 sta- 
tions signing new sponsors in a 
two-week period. Erskine John- 
son’s “In Hollywood” led the list 
with 41 stations. Bert Hauser, the 
net’s director of co-op sales, said 
the additions boosted Mutual co- 
operative program sales to a total 
of 585. 

ABC added 22 new clients for 
eight of its co-op programs. Most 
popular was Harry Wismer’s 
sports commentary, which added 
seven sponsors, upping his total 
to 57. As of last week, the net- 
work had 493 local sponsors for 
its 12 co-op shows. 

NBC recently lined up 14 addi- 
tional sponsors for four coopera- 
tive programs. Five bought 
“Kaltenborn Edits the News.” 


Rossheim Joins Hartman 


Richard Rossheim has joined 
L. H. Hartman Company, New 
York, as vice-president in charge 
of new business. He served as ad- 
vertising manager of Old Mr. Bos- 
ton Distillers for the past two 
years. 


Heads Schnell-Mills 


W. G. Schnell has resigned as 
executive vice-president of Rus- 
sell T. Gray, Chicago agency, to 
head a new agency, Schnell-Mills, 
Inc., with offices at 53 W. Jackson 
Blvd., Chicago 4. 


Pan ie poten 2 ak ee ie ; Ns : 4 beaks § e Be Lier ee Me ae se = oy if a re 4 A ‘ : re aye * i es es A nats . a eo a te ped, : : , or ne eat } hae es . pislig =: ae 
ee re be 
| ee aa — os 
| an ee fF WY y ee 
| set We | Pay " 
| ma ° — . } 
| 4 eh Ae 
| eee | 
} Pie lt Pm “i 6 j \ Hat | : 
» Qe: + - —_ wre Ge z; | , q 
ee pat 
| ee 
b pte eneyh ht atenate tn aan SIRE SS cS 
PI pda agen yh + OC INE EI TC 
[a ———————— 
FE Dente NR A RR HN et Eh ames menace f | 
| | 
| | |  snanneeneniiiadalaiiaaiieminditata EE | 
- a 
| eennaen | 
es - 
| ” 
’ ‘ei 
: ] iene: 
: eet 
—_— 
ee : 
es | oo 
| am | memnnientieiatiae i a f 
| | - 
a 
| : 
. Bee 
a 
, 
n | 
7 os 
s rie 
l, . ae 
Ly ae 
n | — oe 
| liom 
. @ es. 
. | es 
| 7 | PC - 
r | eeenanens 
) | ee 
- 
| | 
| ———_______* = — 
a } ee : ee | a | 
g is ae a F it ca us : Z ax ~ " a 4 ae i t < 4 fags ah } ; ‘ . Son: : Z he ih Ser oY a ~#? [acaae ee . < : + R . : s - ae abe haa geen Mes fe et * wy rss , a 


ge aia: 


Ke 


eK 


y As PHOENIX NEWSPAPERS 


All California Cities 25,000 to sian Pepuain | 


y 4 “ite ,r— / % 
Low Rate a 
Ranking March 3 p 1946 denominator 
ar 2 we 
1. |INMNIINN 3 mae , , acai , — ’ 
Stiteite Colll .ne 2.52 Bell ringing profits are in store for advertisers in Arizona’s 
’ e . 


2. 


Phoenix, Ariz.—Republic and Gazette 


Burbank, Calif. —Review 


rich consumer market . .. And to ring that bell efficiently 
2.66 and economically, the best vehicle is low cost newspaper 


3. in advertising in the REPUBLIC and GAZETTE. 
Fresno, Calif.—Bee 2.87 
4. | |/INUIINIII A comparison of all California cities of 25,000 to 250,000 
5 TTT TTT hi Calif.—Press-Telegram 2.94 population shows that only one newspaper has a lower 
Stockton, Calif.—Record 3.22 cost per unit of circulation. 
6. IIIIINNIINNINI tied .1 . . . 
; : t—high in quality readership—no other medium 
San Bernardino, Calif—Sun and Tel 3.45 webiste eg , 
7. ATTN a can reach and influence Arizonans like the REPUBLIC 
Bakersfield, Calif.—Californian 3.47 and GAZETTE. 
8. ||IIIIIIIIIIINI 
San Jose, Calif —Mercury-Herald 3.86 
9. HIMINIINILIINI 
' Pasadena, Calif.—Star-News 4.11 
ong Beach, Calif —Independent 4.66 base! on the national adver- 
11. TMNT iy cinsdnen Gee oat tate 
Riverside, Calif.—Enterprise-Press 4.70 p retinal is the price of aidver- 
12. JIINUULLIIUVULLUNUULL circulation, and 1s used by na- 
Santa Ana, Calif. —Register 4.70 calaneee af ae End 
13. Mn and magazine rates. 
Tucson, Ariz.—Star and Citizen 4.82 
14. |i ha 
Hollywood, Calif. —Citizen News 4.98 / ! ae ay, 
15. |IIVIIIIIIIIINLINII SQ Jf 
Santa Barbara, Calif.—News and Press 5.24 LX yy 
16. |(VUINIINIIIIINIILUI ZS SS 
Sacramento, Calif.—Union 5.26 er. Le 
17. i e = 
Glendale, Calif —News-Press 5.48 Zs , Uy 
18. 7S My 
Santa Monica, Calif. —Outlook 5.59 ig f 
19. (INV Republic ana Gazette 2. 66 
Berkeley, Calif. —Gazette 5.91 ‘ 
20. |IUIIMIINIINIIILNLILLIUUL 
San Pedro, Calif.—News-Pilot 6.50 
21. a hh _ | 
nglewood, Calif.—News , 
22. HT ~~ - 
Alhambra, Calif. —Post-Advocate 8.31 a 
23. ii 
Alameda, Calif.—Times-Star 8.50 
24, HHMI *) 
San Mateo, Calif.—Times and Newsleader 8.55 YA BOB HALL, National Advertising Manager 
25, HINI Represented by Williams, Lawrence & Cresmer Co. 
Huntington Park, Calif —Signal 8.56 
26. A 
Richmond, Calif. —Record-Herald 10. 
> oF. ‘iT 


112 NORTH CENTRAL AVENUE PHONE 3-1111 PHOENIX, ARIZONA 


Knock ‘Advertising Costs Down 
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